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Rough Proofs 


“The only thing we have pre- 
ented,” says Paul Kesten, “is trans- 
orming the news analyst’s desk 
nto a soap box.” 

Unfortunately, for some com- 
nentators the soap box is standard 
equipment. 

“+e hUF 


“Quit shoving your customers 
round,” says a trade ad of Ron- 
‘ico. And it might have added, 
‘for pretty soon they’ll be in a posi- 
‘ion to start shoving you around.” 


Ss -¥ 


“Agencies asked to cut frills from 
promotion items,” says an ADVERTIS- 
mc Ace headline. That’s going to 
be kinda hard to do—the agencies 
are the boys who invented frills. 


, ie ee 


A newspaper reproduced a stun- 
ning Varga girl picture and ex- 
jlained the she had got Esquire. in 
ot water. That’s an idea—maybe 
Esky should credit its illustrations 
0 Godey’s Lady’s Book. 


, Vv 


CAB predicts a big winter for 
adio listening, and the OPA boys 
n charge of gasoline rationing could 
ave made the same forecast with- 
ae looking at the program score 
ara. 


v 


Advertisers are all ready to hail 
he modern Portia. Bernice Leary, 
chool supervisor of Madison, Wis., 
ays instruction in reading in the 
_ schools should include the 
as 


, i ef 


To the Tea Bureau and its cus- 
tomers, it’s the cup that cheers but 
mot inebriates, while the FTC files 
he usual objection to the claim that 
i mey be drunk without injurious 
ect, 


+ <9 


‘In a big city the individual night 
noises are blended into a hum that 

not too disturbing,” says the Ad 
Man, who perhaps has never been 
around when there’s an advertising 
convention going on. 


> Tae 


What’s in a name? It was adver- 
‘as Petrolagar, and the custom- 
till ask for Petrolagar, but of- 
ly it has been rechristened 
galar. 
= | 


‘int industry’s future is bright,” 
a news story, but after all if 
aint industry has any future at 
v's bound to be bright. 


7 AF. 


ultry Tribune’s editors, “by 
contact with 2,500 birds,” gain 
hand information, the ad says. 
seeping on the editorial beam, 
e’s peting like constant reader 
rch, 


Liquor Industry 
fo Fight Black 
Market Traffic 


Will Try to Stem 
Tide Via Heavy 


Newspaper Drive 


New York, Nov. 11.—Beset by 
manifold problems which are har- 
assing the industry, and with traf- 
ficking in black market liquor snow- 
balling to unpredictable proportions 
in the face of the coming holiday 
season, the Conference of Alcoholic 
Beverage Industries has approved 
an advertising campaign to break 
shortly, urging the public to pay no 
more than ceiling prices, to deal 
only with licensed retailers, and to 
report all cases of price ceiling vio- 
lations to the OPA. 

The latest integrated campaign 
framed by responsible elements of 
the alcoholic beverage industry has 
been designed specifically to stop 
black market activity in the indus- 
try. Where black marketing is 
known or reported to be wide- 
spread, newspaper advertising will 
be concentrated, and in this connec- 
tion the 45 state committees of 
CABI will make recommendations 
as to what newspapers and how 
much space should be utilized in 
their respective territory to combat 
the situation. Thus CABI will be 
able to avoid going into states or 
localities where the advertising is 
not needed. Insertions will average 
1,500 lines. 


Explains What to Do 


The opening advertisement is 
headed “A frank statement on the 
prices of alcoholic beverages,” and 
tells readers how they can protect 
themselves on price-gouging and 
“why you should refuse to pay a 
penny more than established ceiling 
prices.” 

Copy says that there is no reason 
why anyone should pay exorbitant 
prices for liquor and that ceiling 
prices have been established on all 
distilled spirits and wines by the 
OPA. In explaining shortages due 
to the industry’s 100% production 
of alcohol for the government, the 
advertisement asserts that the prob- 
lem of price control has been com- 
plicated by actions of unlicensed, 
profiteering operators who have ob- 
tained supplies, illegally or legally, 
and are peddling them at fancy 
prices. 

“Remember black markets 
profiteers cannot exist 
buyer,” says the advertisement. 
“Don’t be one of them!” Readers 
are told to look for the official OPA 
card establishing ceiling prices, 
wherever they buy liquor, while 
dealers are advised they may obtain 
such cards from their local OPA of- 

(Continued on Page 58) 


and 
without a 


Free Enterprise? 


There’s a story for ad- 
men to tell. See Editori- 
als, Page 12. Other fea- 
tures: 


= = 


nto you should be called a To- 

' onian, but just what do you call 
‘low who lives in Indianapolis 
Hoosier? 


v v v 
._,. 8, Virginia, there is a Santa 
~1 iS, Say salesmen all over this 
air land, since the Bureau of In- 
erral Revenue has decided that 


194° commissions may stay put. 
: Copy Cus. 


‘att Kuhn says if you live in| 


| Ad-libbing . 12 


Admen in the Armed Forces 45 
| Business Paper Linage 4 
| Diary of an Ad Man 34 


| Getting Personal $2 
In Washington 

Information for Advertisers 
| Obituaries 

| Photographic Review 63 
Postwar 


| Private Lines 


Planning 


| Rough Proofs . ' 
Voice of the Advertiser 


FIGHTS BLACK MARKET 


A Frank Statement on... 


THE PRICES OF 
ALCOHOLIC BEVERAGES 


First insertion in the Conference of Alco- 

holic Beverage Industries’ intensive drive 

against black market traffic in liquor is 

this copy, one of a series of newspaper 

insertions which will average 1,500 lines. 

Walter M. Swertfager Co., New York, is 
the agency. 


Prospects Flock 
fo Snap Up Offer 
of $500,000 Loans 


Chicago, Nov. 11.—Answers to a 
1,000-line advertisement addressed 
“to five concerns, each needing 
$500,000—tomorrow!” kept execu- 
tives of Walter E. Heller & Co. hop- 
ping this week and assured the 
success of a unique, shirt-sleeve 
series of ads. 

The Chicago and New York com- 
pany, dealing in sales financing, in- 
stallment financing and rediscount- 
ing, ran the opener of the series last 
week in newspapers of 15 metro- 
politan cities east of the Rockies and 
north of the Mason-Dixon line. Ini- 
tial results, according to Arthur H. 
Richland, vice-president who con- 
ceived the novel sales appeal, were 
“surprising.” 

The concern isn’t naming pros- 
pects whose interests were aroused, 
nor the amounts they seek, but two 
answers out of scores that came in 
indicate the widespread appeal of 
the copy written by Irving Auspitz, 
copy director of Weiss & Geller, 
Chicago agency which directs the 
account. 

One man who appeared at the 

(Continued on Page 60) 


Markets Face 


World 


"Welfare State’ AMA Told 


War Dept. Okays 
Cost of Morale 
Copy in Dailies 


Statement to Defend 
Reasonable Contract 
Allowances 


Washington, D. C., Nov. 10.—Local 
newspaper advertising designed to 
raise worker morale, or _ recruit 
manpower for a war industry, may 
jualify as an admissible administra- 
tive cost in government contracts, a 
high auditing official of the War De- 
partment revealed this week. 

This interpretation of advertising 
as a necessary expense will be sup- 
ported shortly in an official state- 
ment by the War Department, the 
official said. It represents a more 
precise definition than the War De- 
partment has previously ventured of 
advertising as a cost allowance. 

Recently, however, field represen- 
tatives of the Comptroller General’s 
office have been inclined to chal- 
lenge certain types of advertising al- 
lowances approved by War Depart- 
ment auditors. The forthcoming 
statement will reaffirm the War De- 
partment’s position allowing a rea- 
sonable amount of advertising in 
trade and technical publications, 
and in addition, will defend allow- 
ance for certain local newspaper ad- 
vertising. 


Up to Local Auditor 


While the trade and technical ad- 
vertising has been arbitrarily pro- 
tected under the department’s au- 
diting guide book, “Explanation of 
Principles for Determination of 
Costs,” the local newspaper adver- 
tising will be left entirely up to the 
judgment of the resident auditor in 
the field. New instructions have 
been sent to these officials to allow 
such local newspaper advertising as 
will “speed the war effort among 
employes, cut down accidents and 
(Continued on Page 61) 


Los Angeles, Nov. 12.— Robert J 


of the agency’s organization will be 


and winter advertising campaign fc 
in key markets. 
to March, 1944. The schedule wi 
The American Weekly, Collier’s, Co 


la test campaign in New England ne 


book, This Week Magazine, and a list of farm publications. 
your cough drops” is the copy theme. 


Last Minute News Flashes 
Robert Davis Resigns, Launches New Agency 


. Davis has resigned from Brisacher, 


Davis & Van Norden, and announced formation of a new agency, Davis 
|& Beaven, with headquarters in the Pacific Mutual building. 
Beaven, with Brisacher, Davis for nine years and a vice-president since 
last May, will be associated with Mr. Davis in the new agency. 


Details 
announced soon. 


Smith Bros. Launches Seasonal Drive 

New York. Nov. 12.—Smith Bros., Inc., next week will launch a fall 
yw its cough drops in 200 newspapers | ¢ 
Insertions of 100 lines will be run twice a week through | 4tion’s 


ll also include American Magazine, 
smopolitan, Liberty, Life, Look, Red- 
“Please share 
J. D. Tarcher & Co. is the agency 


Fluf-Tex Introduced in New England Test 


New York, Nov. 12.—American Maize Products Company has launched 


wspapers to introduce Fluf-Tex Pud- 


| ding Mix. Copy plays up the product as “the new way to a wide variety 
|6f economical, nourishing desserts.” Calkins & Holden handles the 
| account. 


| Chicago, Nov. 
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61 | Swann Joins N. Y. Office of B-S-H as Creative Head 
12.—Erwin D. Swann, formerly copy chief of 
46| Wheelock Company, Philadelphia, has joined the New York office of 
21 | Blackett-Sample-Hummert as creative head. Mr. Swann formerly served 


Ward 


las vice-president in charge of copy and art in the New York office of 
24| Foote, Cone & Belding, and operated the Wertheimer Company. 
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Jordan Hopes Miracle 
Will Prevent Emergence 
of New ‘Frame’ 


Cleveland, Nov. 11.— Asserting 
that markets of every age are set 
in a frame that defines and bounds 
them, Virgil Jordan, president, Na- 
tional Industrial Conference Board, 
New York, wound up the first day’s 
session of the American Marketing 
Association’s national war confer- 
ence here tonight with ‘the assertion 
that the “frame” which has bounded 
and defined all markets for the past 
100 years has almost dissolved in 
the last 25 years, and that the major 
outlines of the new marketing 
“frame” have already been drawn. 

The kind of frame which defines 
and limits the marketing picture 
depends on political, technological 
and biological factors, Dr. Jordan 
asserted in an address packed with 
foreboding of the emergence of the 
“welfare state” all over the world. 
Declaring that a brand new market 
“frame” has about been completed, 
and that while “I don’t like it and 
don’t believe it will hang together 
as well as the old,” Dr. Jordan as- 
serted that by the end of this cen- 
tury most of the western countries 
will have completed a full cycle 
and will be back to the political and 
biological standards of 1800, even 
though they will be greatly ad- 
vanced technologically. 


Lists Four Main Developments 


Four salient facts have begun to 
emerge during the past 40 years, 
he declared: 

1. The return of authoritarian, 
and in some places totalitarian 
forms of government—the so-called 
“welfare state.” All countries show 
the most definite indications of mov- 
ing rapidly in this direction. 

2. The end of the so-called in- 
dustrial revolution, and its replace- 
}ment by a chemical technology. The 
replacement of the “coal-iron axis” 
by the age of chemistry. 

3. Replacement of an economy 
based upon fixed plants and equip- 
ment by a much more fluid, mobile 
production system growing from 
the age of chemistry. In other 
words, the rapid obsolescence of 
fixed plant, as new methods and 
new processes enable production to 
be launched quickly and easily in 
almost any part of the world. 

4. The appearance of a static, 
decreasing and aging population. 


State Seems Inevitable 


Belaboring the “welfare state” as 
}one which means little welfare and 
restriction of freedom of enterprise 
and of the individual, Dr. Jordan 
detailed its bad points in an hour of 
extraordinary oratory, concluding 


that the emergence of a “welfare 
state’ seemed inevitable, but that 
for his part he hoped a miracle 


would prevent it. 

The American Marketing Associ- 
two-day conference drew 
several hundred delegates from all 
sections of the country, and opened 
this morning with a discussion of 
changing markets, at which speak- 


ers were Dr. Alfred N. Watson, 
commercial research department, 
Curtis Publishing Company; Dr. 
Philip M. Hauser and Carl R. Ny- 
man, Bureau of the Census; and 
Dr. N. H. Engle, University of 
Washington. Dr. Franklin R. Cawl, 


director of marketing and research. 
Arthur Kudner, Inc., presided 


Dr. Watson declared that most of 
the criteria by which buying and 
spending power have been judged 
in the past, such as rent, income and 


ownership of various commodities, 
are no longer valid measurement 
of buying power, and that the only 
really valid criterion of buying 
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power in the postwar period ap- 
pears to be consumer savings. 


Shows Postwar Chances 


Dr. Houser presented a re-evalua- 
tion of the metropolitan areas of 
the country and their postwar 
growth possibilities, in the light of 
the latest available population esti- 
mates of the Bureau of the Census. 
This evaluation was originally pre- 
sented to the American Management 
Association in January of this year, 
and was reported in detail in 
ADVERTISING AGE at that time. Of 
the 137 metropolitan areas classified 
with respect to the prospects for 
retention of their wartime popula- 
tion growth as measured by both 
the May, 1942, and March, 1943, es- 
timates of the Bureau of the Census, 
he said, 102 fall into the same gen- 
eral class, where 35 changed their 
standing. 

Dr. Nyman explained a new vis- 
ual analysis method of marketing 
research developed by the Census 
Bureau, and Dr. Engle reported on 
the results of two years’ investiga- 
tion into the problems of producing 
aluminum and magnesium after the 
war. Studies indicate a potential 
market for aluminum of 1% billion 
pounds annually at a 15-cent-a- 
pound price, he said, with possible 
increase in the demand to 2 billion 
pounds if the price can be reduced 
to 10 cents. The country’s produc- 
tive capacity now is estimated at 
about 2,150,000,000 pounds. 

C. L. Burrill, petroleum econo- 


mist, Standard Oil Company (N. J.), 
reviewed the oil situation at the 
luncheon session, reporting that the 
petroleum industry hopes to equal 
highest prewar sales and production 
figures within a relatively short 
time after the conclusion of the 
war. 


Discuss Price Controls 


In the afternoon the conference 
broke up into two sessions, one de- 
voted to current trends in product 
development and _ transportation, 
and the other to price control. At 
the price control session Dr. Julius 
Hirsch, economist consultant, and 
Charles F. Phillips, OPA, took op- 
posite views of the possibility of 
inflation in the postwar era, Dr. 
Hirsch maintaining that with the 
country’s enormous productive ca- 
pacity, there is little danger of in- 
flation, but that the real danger lies 
in possible deflation. In spite of 
our enormous war production, he 
said, we are still producing 12 to 
13% more goods for civilians than 
ever before in the country’s history. 
Dr. Phillips, on the other hand, as- 
serted that there will be enormous 
pent-up buying power, enormous 
demand, and scarcity of wanted 
goods in the immediate postwar 
period, which might easily cause in- 
flation if price control and ration- 
ing restrictions are removed too 
quickly. 

Dr. E. T. Grether, University of 
California, whose paptr was read in 
his absence, told this session that 
the long-term view indicated a 


greater spread of such price con- 
trol devices as resale price main- 
tenance, “market floor” laws, etc., 
with the result that owners of 
trademarked merchandise are likely 
to exercise more direct influence on 
marketing, all the way from their 
factories to consumers’ hands, than 
ever before. 

In the session on current trends 
in product development and trans- 
portation, George F. Nordenholt, 
editor, Product Engineering, ex- 
hibited a number of developments 
which are destined to influence 
many products and markets in the 
postwar era. Among these were 
synthetic jewels for industrial ap- 
plications; a new transparent plas- 
tic with hard finish; screen cloth of 
nylon and Saran which may be 
used on rollers like window shades; 
plastics which join metals with a 
bond stronger than the metal itself; 
larger and more intricate zinc die 
castings; powder metallurgy; lami- 
nated wood of great thickness; plas- 
tic tubing; and others. Some of the 
fanciful predictions of postwar 
products must be discounted, he 
said, because of the engineering and 
technical problems which will take 
time to develop for economical 
commercial production. 


Testing Emphasized 


Stuart B. Walker, United States 
Testing Company, emphasized the 
importance of scientific testing as 
part of building and marketing new 
products. Many costly marketing 
failures, he said, could be avoided 


by laboratory tests to determine 
product serviceability, which is 
especially incorporated into prod- 
ucts. He cautioned that new prod- 
uct developments should be con- 
trolled by actual customer needs 
and that manufacturers should be 
sure new product forecasts are 
practical and economical, otherwise 
their acceptance will be retarded 
and may result in failure. 

The speaker told of new fabrics 
being developed from fibers made 
from soy beans, milk, glass, and 
milkweed, and finishes that will be 
waterproof, fireproof, and indefi- 
nitely steril. Sound and vibration 
control are important new develop- 
ments to secure in the building and 
construction field, as well as prefab- 
rication. Electronic control of proc- 
esses, he said, will be an im- 
portant development to watch in 
postwar plans. 


Sees Planetary Economy 


Progress made in passenger and 
cargo air transportation in the last 
20 months will lead to a planetary 
economy, Dr. John H. Frederick, 
professor of transportation and in- 
dustry, University of Texas, told the 
session. He predicted that after the 
war every important wholesale and 
retail center will be serviced by air 
transport and that sales and ad- 
vertising programs will be on a 
national basis. This will influence 
product design and packaging to 
effect lighter weights. When in full 
development, he predicted, it will 
be possible to carry air freight at 
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A RECOGNIZED EMBLEM OF COVERAGE 


When a go-ahead exporter wants to tell Latin 


American buyers atout his product—ready- 


to-spend buyers, with cash, he puts his telling- 


selling ammunition in specialized publications 


which these buyers pay to read. He goes 


straight to headquarters with his story—and 
that means *BPIC Specialized Export Publica- 


tions. 


Good business awaits the North Amer- 


ican business man who reaches the right peo- 


ple below the border. And right people are 
the ones who read the *BPIC magazines. Our 


record: more than 80% paid circulation. 
Check up on us. You'll find that no other ex- 
port publisher can motch us for coverage of 


the automotive, drug, construction, engineer- 


ing and industrial fields! 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 
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Advertising Age, November 15, 


from 10 to 14 cents per ton , 
Air transport will be especial) ag. 
vantageous for products whic! 


speed in reaching markets. th, 
have high markups, high vali ang 
low bulk, perishability, and he), 


produced in areas not serv { }y 
the other transportation. F 


port and export trade it is de rable 
because it eliminates extra ha. 4jj,, 
as in the case of waterborne arg 

Alan F. King, supervisor ©° ec). 
nomic research, Consolidate: yy). 
tee Aircraft Corporation, ma e the 
point that as yet there has no bee, 
an air cargo plane built and | cay. 


not happen immediately aft-r ¢, 
war because it takes from five to «, 


years to develop such a craf:. 4), 
cargo is now being carried by cop. 
verted passenger type planes whic: 
are not economical for the purpoge 

In designing postwar product 


consideration should be give 
whether they are for low cos 
high cost markets, Dr. Donald R 
Cowan, manager of commercial re. 
search, Republic Steel Corporatiop 
suggested. He emphasized the need 
for linking technical research with 
marketing research in order to re. 
duce marketing risks. A_ recent 
survey of a cross section of many- 
facturers, he said, indicates that 
90% of them will use the same ma- 
terials and produce the same prod- 
ucts after the war that they did 
before Pearl Harbor. 

At the dinner this evening, Robert 
S. Wilson, vice-president and gen- 
eral sales manager, Goodyear Tire 
& Rubber Company, proclaimed his 
company’s belief in sales research 
and gave several examples of the 
department’s work and its value 
The department was set up as a 
separate entity in 1937 as a service 
department for all sales divisions 
and works in close harmony with 
them. 


War Writers to Speak 


The New York alumni chapter. 
Sigma Delta Chi, will hold a special 
fall meeting Friday, Nov. 19, at the 
School of Journalism, Colum bi: 
University, to hear talks by J. Nor- 
man Lodge and Joseph Morton 
noted Associated Press war cor- 
respondents who have coveret 
many fronts. John Crone of Youn: 
& Rubicam is secretary of the 
chapter. 


Show HOME FORU} 


1395 returns 
from 5 announcements 
by Ann Holden 


When Ann Holden shifte: 
her popular Home Forum to 
an afternoon time five an 
nouncements on her first fiv: 
days at the new time brough' 
1395 replies—an average 0! 
279 per announcement. You 
can now buy Ann Holden's 
established audience on 4 
daily basis for only $350 per 
month. See your Blue Spot 
Representative or wire us 


direct for details. 
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making certain tnat a service 
man gets his former job back 
if he wants it. A surprising 
number of released men are 
taking this opportunity to ex- 
plore new fields. The potential 
bearing on 40-X of this entire 
problem of rehabilitation and 
reemployment; how it is being 
handled and with what re- 
sults, presents a subject which 
should be intensely interest- 
ing to all postwar thinkers. 


Problemof Pregnant Weld- 
ers and other industrial wo- 
men is still to be solved. Most 


Mexico granted concessions to 186 
enterprises in the past year. To en- 
courage new industries which the 
Mexican government considers neces- 
sary for the economic development of 
the state, it frees these industries of 
certain or all taxes, and certain or all 
import duties for as long as five years. 
Mexicans want Americans to go into 
partnership with them, either on a 
50-50 basis or with the control in 
Mexico. U. S. Industry and capital 
are taking an increasing part in the 
industrialization of our nearest Latin 
neighbor. Just how far U. S. firms 
have gone and may go in 40-X is 
packaged neatly on page 38 of Mod- 
ern Industry for November 15. Here 
is your opportunity to meet Mexico’s 
industrial leaders in a gallery of pho- 
tos accompanied by brief biographies. 
For your information, the entire ar- 
ticle is a first-hand report . . . and we 
haven’t quite finished the calculation 
of the number of miles traveled to 
bring it to you. 


New role for Bing Crosby as spon- 
sor of product-finding organization. 
Bing and his (two) brothers operate 
the Crosby Research Foundation at 
Pasadena,California, to bring together 
the inventors of new products and 
manufacturing organizations who 
seek them. Now in its fourth year, the 
Foundation receives more than 1,000 
models, blue prints, ideas each month. 
Today, the Foundation is ready to 
supply a large or small manufacturer 
anything from a rough idea to be de- 
veloped in his own laboratories to a 
completed article checked by Foun- 
dation engineers and ready for pro- 
duction. Turn to page 49, Modern 
Industry for November 15, 1943. 


Not very long, is it? Warplanes now 
spend little more than 3% of their 
time in the air largely because of time 
needed for maintenance and repair. 
You can bet this will have consider- 
able effect on future design. 


“No reason why a boy who flunks 
the tough Army test of a 30-mile 
march under a 60-pound pack can’t 
still do a good day’s work in the 
plant.” That’s the way one Selective 
Service official puts it. And with prob- 
‘bly a million men to be discharged 

1944 there will be thousands of men 
each week made available toindustry. 
4 thorough presentation of all the 
aigles involved begins on page 44 of 
Modern Industry for November 15. 
And there are lots of angles. By law, 
Selective Service is charged only with 


companypolicies, MI studies 
reveal, appear to completely disregard 
the fact that women do become pregnant 
and do have the right to become moth- 
ers. Equally disregarded is the fact that, 
given proper medical care and placed in 
the correct type of job, a pregnant wo- 
man can work just as well as a man for 
the major part of her pregnancy. 


Magnesium should be closely 
studied for use in transportation 
equipment, in products which are 
manually handled, in moving parts of 
stationary equipment. Magnesium’s 
reduction of non-paying weight in air- 
craft (1,000 pounds in the average 
U.S. plane; nearly 1-toninlarge bomb- 
ers) is also applicable to buses, trucks, 
and trailers which have an overall 
weight ceiling imposed on them. Au- 
tomobiles are probably at the bottom 
of the magnesium industry’s list of 
postwar prospects. However, there 
will be a lot of places for magnesium 
in 40-X. Get the facts on Magnesium 
by turning to page 34 of Modern In- 
dustry for November 15. Read and 
think about the studied answers to 
the nine most-asked questions which 
a great many engineers, designers and 
executives outside the aircraft indus- 
try are pondering. This double-checked 
report on the lightest engineering 
metal spotlights its good points and 
bad points for applications in 40-X. 


12,000 cases of reported sabotage 
and yet according to the F. B. I. less 
than 10% yielded evidence of the 
crime. This number of cases has been | 
investigated since January 1940. 


c /\. 


Motor industry to pace reconver- 

sion. Think of the tremendous fan- 

out of contributing manufacturers, 

sales organizations, retail dealers, 

service station hookups. Reasonably | 
safe to figure the bottom of the post- | 
war relapse perhaps six months after 

Germany comes to terms. Confusion 
and employment uncertainties prob- 
ably will slow up the building indus- 
try, so don’t be over-optimistic on its 
making a material contribution to the 
revival in less than half a year after 
the turn. See MI Looks Ahead. 


QUICK FACTS ABOUT 


NOVEMBER 15 Issue 
Modern Industry 


38,269 Brief, Vital Words 
of Editorial Text 


106 Story-telling Edi- 
torial Photos 


146 Advertising Agen- 
cies Placing Space 


31,500 Individual Plants 
Receiving Issue 


50,000 Industrial Execu- 


tives Read It First 


148,000 Passalongs Based 


on Survey Samples 


The Illustrated Magazine of the 
Manufacturing Industries 


even have to be an Elk. 


: 
TO REAP... THEY 
SOW NOW 


419 of the country’s large and 
small industrial companies use 
Modern Industry consistently to 
reach all kinds of management 
men in all kinds of manufactur- 
ing industries. 


These advertisers know that 
Modern Industry sparkles with 
large pictures, diagrams and 
charts. They know that Modern 
Industry is read thoroughly. 


Each advertiser knows his cam- 
paign receives attention because 
Staff-written, sharply-pointed 
editorial matter appears on the 
Same or facing page. 


tion-minded executive 


oO’ couRSE you don’t! Modern Industry is 
a stimulating, provocative “assembly 
hall” for all kinds of management men .. . 
sales-minded as well as production-minded. 


Fortified by reading Modern Industry you, 
the sales-minded guy, will have more fun at 
lunch with a design engineer or any produc- 
| (client or boss). 
| Common understanding opens all doors. 
| 


Should you read Modern Industry? Aren't 
you thinking, talking and planning for 40-X ? 


SAN FRANCISCO 4: 68 Post Street + 


...or Something? 


q A it’s the show window of the issue. 
To enjoy and get a whale of a lot that’s 


usable out of Modern Industry you don't 
have to be a Phi Beta Kappa. You don’t 


Why not turn to page 1 of Modern Industry 
for November 15, 1943. It’s probably in your 
office right now. Take a quick look at the 
Reader’s Xpediter .. . it’s an accelerator ... 


With your pencil, put an X in the boxes to 
signal what you want to read first. This way 


Don’t You Have to be a Ph.D. 


property; Government-owned plants. A 
comprehensive, intelligible appraisal. 


|] EX-SERVICE MEN—NEW MAN. 
POWER FOR INDUSTRY. The selective 


problem of fitting one-million men into 


you can be sure you will not miss anything 


a} : ’ ; you ought to read and know all about. 
This illustrated, staff-written magazine gives 


you lots of pictures, fast-reading captions, 
split-second charts and diagrams... 
shrewdly selected subjects skillfully pre- 
sented in non-technical English. 


Just sean this sample selection from Modern 
Industry for November 15. Doesn’t this 
look like pretty essential reading? 


[] WHAT ABOUT OUTPUT AFTER 
GERMANY FALLS? Sometime ago many 
analysts looked to an industrial shift in 
easy stages. There’s a new soundly built 
viewpoint now—a changed point of view! 


[] WHERE GOVERNMENT STANDS 
ON RECONVERSION PLANS. Contract 


termination technique ; Disposa) of surplus 


jobs in 1944 with discharges at rate of thou- 
sands of men each week... Quite a problem! 


[|] GET THE FACTS ON MAGNESIUM. 


A double-checked report on the lightest 


progress made . . 


engineering metal spotlights its good and 
bad points for postwar applications. 


| | MEXICO OFFERS NEW OPPORTU. 
NITY FOR 40-X. First-hand report on in- 
dustrial needs, government attitudes, and 
. and in the making. The 
doorway to the South is wide-open. 


Modern Industry 


347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive « CLEVELAND 14: 627 Union Commerce Building +» PHILADELPHIA 2: 220 South 16th Street 


ATLANTA 3: 1722 Rhodes-Haverty Building +« LOS ANGELES 14: 403 West 8th Street 
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Newsprint Supply 
for ‘44 May Be 
Disclosed This Week 


Washington, D. C., Nov. 11— 
Newspaper publishers will probably 
learn the extent of their paper 
problem for 1944 when the WPB 
newspaper industry advisory com- 
mittee meets Tuesday with con- 
servation-minded officials of the 
WPB forest products bureau and 
printing and publishing division. 

Although WPB officials have re- 
peatedly warned that “drastic” cur- 
tailment in the use of newsprint 
would be inevitable in 1944, the 
committee has failed to take any 
action until it could learn the 
amount of paper that Canada would 
be prepared to export. Canada is 
the source of 72% of U. S. news- 
print supplies. 

Reports here this week indicated 
that Canadian and American au- 
thorities have agreed on paper ton- 
nage for 1944, but Harold Boesch- 
enstein, director of the forest 
products branch, had held up an- 
nouncement of the tonnage, pending 
final arrangements with the Cana- 
dians. 

In addition to hearing the report 
on newsprint supply prospects for 
next year, the committee will also 


consider revisions of L-240, the 
newsprint limitation order, designed 
to reduce the number of supple- 
mental paper allotments granted on 
appeal. 

Since the October meeting of the 
committee, a special task group has 
studied a revision of L-240 which 
would change the base from 1941 
usage to 1943 usage. In assigning 
each newspaper’s 1944 quota on the 
basis of its 1943 usage, however, the 
committee would first review all 
supplemental paper grants received 
by the paper during 1943. 

Another pressing item of business 
which the committee will take up 
is a report on the saving for the 
remainder of 1943 made under 
recent inventory revisions. The 
committee will also hear Dr. A. N. 
Holcomb, chairman of the appeals 
committee, report on fourth quarter 
supplemental paper grants. 

Many observers predict that the 
newspapers will be asked to cut 
their paper usage to match the 25% 
cuts adopted by the magazine in- 
dustry and book publishers for 
1944. Actual details of the news- 
paper cut may not be known for 
several weeks, however, pending 
the revision of L-240, and determi- 
nation of the actual cuts made by 
newspapers during 1943. 

In the past representatives of 
other publishing groups have con- 
tended that newspapers fell far 
short of their scheduled cuts in 1943, 
and Mathew Sullivan, administrator 
of L-240, has admitted to Congress 
that the order now in use was 


unable to deliver the 10% saving 
estimated at the beginning of the 
year. In some quarters, it is re- 
ported that newspapers saved only 
slightly more than 4% in nine 
months, and will probably save 
about 11% during the last quarter 
of 1943. 

Discussion of a possible reduction 
in the weight of newsprint, in order 
to get greater printing area from 
the same amount of pulp, featured 
a meeting here this week of the 
newly-organized newsprint produc- 
ers advisory committee. Paper mak- 
ers agreed to experiment with 
lightweight newsprint production, 
but were far from optimistic over 
the probable results. 

Lightweight paper will require 
greater use of sulphite, it was 
asserted, in order to insure adequate 
strength for high speed presses. 
Producers say that the _ sulphite 
shortage is extremely severe, and 
that no lightweight newsprint can 
be produced unless a substitute for 
sulphite can be found. 

Top WPB officials called for strin- 
gent conservation all down the line 
among paper users, with G. G. Otto, 
director of the paperboard division, 
going so far as to tell the nation’s 
42,000 commercial printers that they 
must cooperate in collecting waste 
paper “if the country’s print shops 
are to be kept operating.” 

Mr. Otto said that printers must 
not only conserve print paper and 
save all waste, but they should per- 
suade their customers to cooperate 
in local paper drives. Reporting 


HOW IS SONOVOX SOLD? 


Every once in a while, one of 


confusion, in various quarters, 


Some people think you buy 


our spies reports that there’s some 


as to how Sonovox is sold. 


the electronic equipment itself— 


others that you can get any regular announcer to double in brass 


(or rather, in talking sound!) 


But here are the facts: 


Sonovox is sold essentially like talent. 


specific use, a reasonable lic 


performing rights. The only 


trained articulator made available by us in any 


recording studio in 


standard AFRA scale. 


If you'd like to get an actua 


give us a ring at any of the I 


WRIGHT-SONOVOX., INC. 


“Talking and Singing Sound” 


New York, Chicago, or 


And so on. 


Under each license for a 
vense fee is charged for Sonovox 
additional cost to licensee is for a 
broadcasting or 


Hollywood, at 


1 quotation on any specific set-up, 


“&P offices listed below. 


FREE & PETERS, INC. 


Exclusive National Representatives 


CHICAGO: -& \ Muhganw 


Framkion 6373 Plara $-4140 


MEW YORK: p56) Medion te 


SAN FRANCISCO: 


Sutter 475% 


Sutter 


HOLLYWOOD: 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 

(Black Jack Gum) | 
Badger and Browning & 

Hersey, Inc. 

American Industries ae 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Chicago, Milwaukee, St. Paul & 
Pacific R. R. 


Roche, Williams & Cunnyng- 
ham, Inc. 

Colgate-Palmolive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. 


Delaware, Lackawanna & Western 
Coal Co 


Ruthrauff & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauf & Ryan, Inc. 

Christian Feigenspan rn | 
Kompony {Feigenspan an 
Dobler P. O. N. Beers and Ales) 

Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. Potts-Calkins & Holden, 
Ine. 

Griesedieck-Western Brewery Co. 
(Stag r) 

Mazon, Iric. 

Grocery Store Products Sales Co. 
Inc. (Fould’s Macaroni Products) 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

Woodbury's Products 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, “gaa Durstine & 
Osborn, Inc. 
National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 

Pan American Coffee Bureau 

uchanon Ce., Inc. 

Purity Bakeries Service Corp. 
(Taystee Bread, Grennan Cakes) 

Quaker Oats Company 
Ruthrauf & Ryan, Inc. 

Radio Corporation of America 
Ruthrauff & Ryan, Inc. 

Radio Station KOMA, 
Oklahoma City 

Alvino Rey and his Orchestra 
(in all broadcasts) 

Shell Oil Company, Inc. 
J. Walter Thompson Co. 

Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 


U. S. Treasury Dept. 


Universal Pictures Company, Inc. 
(“Larceny With Music’) 


Warner Brothers Pictures, Inc. 
(Thank Your Lucky Stars) 


Willards Chocolates, Ltd. 
Cockfield, Brown & Co., Ltd. 
*Space no lon 

complete list of 


er permits 
onovox users. 


IN. Gordou ATLANTA: 92 Pulmer Mus 


Main $667 


Ciladstome 4949 


that the waste paper shortage now 
rivals the virgin wood shortage, Mr. 
Otto said 8,000,000 tons of waste 
paper will be needed this year. 

“If commercial printers expect to 
get sufficient paper to print their 
customers’ orders and keep in busi- 
ness, it behooves them to save, cur- 
tail use and get their customers to 
cooperate with local salvage com- 
mittees,” he said. 


New Pulpwood 
Drive Employs 
Patriotic Theme 


New York, Nov. 11.—A new phase 
of the daily newspapers’ drive to 
alleviate the pulpwood shortage 
started today, when newspapers in 
pulp producing areas carried adver- 
tisements calling on citizens to 
“Cut-A-Cord of Pulpwood for Every 
Local Boy in Service.” The drive, 
backed by this appeal, will be car- 
ried on until Dec. 11 under the aus- 
pices of the newspaper pulpwood 
committee of which Walter M. Dear, 
publisher of the Jersey Journal, is 
chairman. 

More than 1,200 pulpwood pro- 
ducing areas in 27 states in the 
Northeast, South Applachian and 
Lake states are enlisted in the new 
drive through their local news- 
papers. 

The committee adopted the theme 
from an appeal tried out by Sattis 
Simmons, publisher, Jackson Herald, 
Ripley, W. Va., with surprising re- 
sults. Within a few weeks Jackson 
County residents cut more than 
2,200 cords of pulpwood for 1,700 
local boys, and pledged themselves 
to cut an additional 8,200 cords. 

In a letter to Mr. Dear backing 
the drive, Donald M. Nelson, WPB 
chairman, declared that greater 
pulpwood production is necessary to 
maintain a steady flow of necessary 
supplies and equipment to the 
American and Allied fighting fronts. 

Secretary of the Navy Frank 
Knox also endorsed the drive. He 
pointed out that the Navy looks to 
the pulpwood producers to provide 
enough raw material to package the 
food, equipment and supplies being 
shipped overseas. Warren H. Ather- 
ton, national commander of the 
— Legion, also endorsed the 

rive. 


Advertising Age, November 15, | \43 


CUT-A-CORD 


xa * 


Folks, you’re 


" Gooll Bt 


WE WANT to solute the people of this con 
munity on their fine response to the appeal |. 

more pulpwood. Every boy in the service w 

be proud of the way the home folks are boc: 
ing him up. 

This present pulpwood drive is bringing resul). 
it has brought in pulpwood from people wh 
never cut any before. It has been a big hel; 
toword ting the d shortage tho’ 
threatens our wor effort. 


The danger is for from over. It will toke million 
ond millions of cords to win the war. There wi! 
never be enough to go around — not as long 
as the shooting lasts. 


SIGNATURE OF MILL 


xe 


* * 

People of the community are saluted jn 

this copy, which is part of the new series 

newspapers are using in the drive to 
alleviate the pulpwood shortage. 


The pulpwood committee this 
week sent to newspapers another 
advertisement in its series for use 
Nov. 18. Titled “Folks, You’re Do- 
ing a Swell Job,” the copy salutes 
the people in the community for 
their fine response to the appeal for 
more pulpwood. The copy is sent 
out with space open for signature 
of the local mill or business firm 
which underwrites the space. 

Although domestic pulpwood pro- 
duction, as represented by mill re- 
ceipts, has substantially improved 
since the launching of the victory 
pulpwood campaign in August, it 
must be increased if the 13,000,000- 
cord goal of domestic pulpwood set 
by the WPB for 1943 is to be 
reached, Mr. Dear said. 


Olson to Compton 

Lawrence Olson, formerly of Ped- 
lar & Ryan, New York, has joined 
Compton Advertising, New York, as 


an art director. 


12,367 WHOLESALERS 
Solution to Post-War Problem No. 1 


There has been a steady decline in the number of businesses since 
the onset of the war. Ambitious post-war plans will have to wait 
upon the re-establishment of adequate outlets. 


Sales executives have indicated sharp’ struggles for key distributors, 
with much switching and distortion of former established lines. 
Distribution at the wholesale level will be the first post-war problem. 


The following wholesalers, jobbers, manufacturers’ agents, mill 
supply houses, etc., are reached by Dun’s Review. This analysis is 
based on a name-by-name check of the entire circulation. It is not 


a projection of a sample: 


WHOLESALING NAMES BY SIZE OF COMPANY 


$125M-Over $20M Under All 

$1,000,000 $125M $20M Other Total 

Owner, Partner, Chairman 233 406 = 140 152 93! 

President 2,077 1,838 304 972 5,19! 

Vice-President 228 119 12 75 434 

Treasurer, Secretary 568 388 71 244 1,271 
General Mgr., Mgr., Sales 

Mgr., Factory Mgr. 518 155 36 169 878 

District and Branch Mgr. 22 5 3 28 260 

All Other 1,318 1,048 339 697 3,402 

Tora 5,166 3,959 905 2,337 12,367 


It is believed that the 5,166 wholesalers, above, rated over $125,000 
represent more than 85°, of the top-rated wholesalers of the country. 


If your products serve business and industry, and you desire to culti 
vate wholesale channels, the advertising pages of Dun’s Review 
provide a direct approach to their chief executives. 


The magazine covers the leading “consumers” in manufacturing 
and business through 20,092 presidents and more than 30,000 other 
executives. If you want a “strictly business” audience at both the 
wholesale and consumer level, why not try the pages of Duns 
Review? Send for detailed circulation breakdown, advertising rates 
and evidence of profitable returns. 


DUNS REVIEW 


PUBLISHED BY DUN 
CHICAGO 
300 W. Adams St 


NEW YORK 
290 Broadway 


BOSTON 
&o Boylston St 300 


BRADSTREET, INC. 


SAN FRANCISCO 
Montgomery St 


x 


LOS ANGELES 
607 S. Hill St 
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Douglas County, Nebr., (OMAHA) 


2nD in NATION 


in Increased Buying Income, Per Capita! 


i J 

ord (Sales Management survey, 
y 9 Mos., °43 vs °42) 
Sia 
ries 
to 


OMAHA 
Po en Douglas Co, Nebr. 


The second hottest spot in the nation, for the INVEST YOUR ADVERTISING 


ed first 9 months of 1943, is Douglas County, DOLLARS WHERE SPENDABLE 
i= Nebraska (OMAHA). This is shown by Sales 


— INCOME IS GREATEST! i 


Management Magazine’s recent survey. Omaha’s 


antes tee Mer Capen Sorter kncrease in Buy- Especially when it is so easy to do a real job in 


e ! . . c 
ing Income! Only one other county in the entire eat cateet Here ONE newnieer... a 


nation did better. ONE low cost... gives you remarkable coverage: 
And, remember, Douglas County is typical of 

the other 92 Nebraska counties and 10 Iowa 93.3% coverage of Metropolitan Omaha. 

counties in the Omaha market. 100% coverage of every worth-while home. . . 
This means many millions of dollars of 

EXTRA Spendable Wealth! 76% coverage of the 50-Mile Retail Trading 
Here’s More Proof: Omaha Bank Deposits Area. . . 

are today at a new all-time high! — $41,000,000 


69% coverage of 40 Nebraska cities over 
increase in the last 3 months! 


1,000... 
And, Still More: This area’s Farm Income has 
never been as high as now! 60% above a year 45% coverage of the entire 103-county 
ago! 55% higher than the national average! Nebraska and South Western Iowa market! 


DAILY, 192,110; SUNDAY, 185,691 ABC 12 Months’ Average Ending March 31, 1943 


Omaha WORLD-HERALD 


One of the Nation's Great Newspapers 


Owners and Operators of Radio Station KOWH 


O°’MARA & ORMSBEE, INC., National Representatives: New York—Chicago-—-Los Angeles San Francisco 
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Fulmer Bill Loses 
in Margarine Tax 
Repeal Fight 


Washington, D. C., Nov. 11.—The 
movement to repeal federal taxes 
and restrictions on the manufacture 
and sale of colored and uncolored 
margarine suffered a severe setback 
this week when Republican mem- 
bers of the House agriculture com- 
mittee joined with two Democrats 
to pigeonhole the Fulmer bill for 
the duration of the 78th Congress. 

For two weeks the committee had 
heard more than a score of wit- 
messes defend margarine as a 
healthful food product, and protest 
the 57-year-old federal restrictions 
on its use as “discriminatory.” The 
committee voted to drop the bill 
without calling any witnesses for 
the opposition. 

The 14 to 11 vote against the bill, 
sponsored by Rep. Hampton P. 
Fulmer of South Carolina, chair- 
man of the agriculture committee, 
was strictly along party lines, ex- 
cept for the two Democrats. All 
members of the committee partici- 
pated, with the exception of Rep. 
Fulmer, who is away from Wash- 
ington on sick leave. 


Senate May Act 


According to members of the 
committee who had favored repeal 
of the federal restrictions, no fur- 
ther action will be possible in the 


House agriculture committee until 
1945. There is a possibility, how- 
ever, that somewhat similar legis- 
lation introduced in the Senate by 
Sen. Burnet Maybank of South 
Carolina will be brought up shortly. 

If the Maybank bill were to pass 
the Senate, it could be considered 
by the House ways and means com- 
mittee, it has been pointed out, thus 
skirting the powerful dairy bloc in 
the agriculture committee. 


Motives a Mystery 


Rep. William R. Poage, of Texas, 
one of the leaders in the fight 
against the dairy bloc within the 
agriculture committee, said that he 
was at a loss to understand the 
motives that had solidified Republi- 
can opposition to the Fulmer bill. 

“Republicans have always as- 
serted that they are for free move- 
ment of goods,” he said, “and they 
have accused Democrats of stand- 
ing for an economy of scarcity. Yet 
the first time our committee has 
recorded itself on free movement 
of goods, they voted solidly to re- 
strain trade in margarine.” 

He pointed out that many of the 
Republicans who had voted to bury 
the bill were from states that are 
producing heavy soy bean crops, 
one of the principal raw materials 
in modern margarine, although 
others were from dairy states. 

Rep. Poage denied that the Ful- 
mer bill hearing represented a fight 
against the best interest of the 
dairymen. “All that was at stake,” 
he declared, “was the pet project of 


a bunch of professional organizers 
who have made a living for 50 years 
by convincing dairy people that 
they have something to fear from 
margarine.” 

The Texan said that evidence has 
been submitted to show that state 
taxes on margarine have in no way 
affected the local price of butter. 
Moreover, he said that under pres- 
ent conditions, consumption of but- 
ter and margarine together in this 
country is less than half the normal 
per capita consumption in Denmark, 
“so there is room for both.” 

Opposition to the Fulmer bill was 
led by Rep. H. Carl Andresen of 
Minnesota. Under his leadership, 
the butter bloc on the committee 
had refused to admit into evidence 
reports on margarine prepared by 
the Department of Agriculture, De- 
partment of Labor, Bureau of In- 
ternal Revenue, and the Pure Food 
and Drug Administration. 

The National Cooperative Milk 
Producers Federation, which had 
organized the fight against mar- 
garine, considered the action of the 
committee “gratifying,” and prom- 
ised to file with the committee all 
the material it intended to bring out 
at the hearings. Rep. Poage pointed 
out that this material will not be 
subject to cross-examination, how- 
ever. 

Charles W. Holman, spokesman 
for the dairy interests, declared that 
proponents of the margarine bill 
had failed to show how lifting of 
the restrictions would “add one 
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pound to the total food supply of 
the nation.” He asserted their pur- 
pose was “to capture postwar mar- 
kets.” 


Lever Appeal 
from Ruling in 
P&G Case Heard 


Richmond, Va., Nov. 11.—Argu- 
ment was heard here this week be- 
fore the U. S. Circuit Court of 
Appeals in the appeal of Lever 
Brothers Company from a federal 
district court decision in Baltimore 
denying a judgment against Procter 
& Gamble Company in its patent in- 
fringement suit against P&G in the 
manufacture of its new Ivory soap. 

Lever charged that P&G infringed 
upon a process developed by John 
W. Bodman, its director of research, 
resulting in the manufacture of 
Swan soap, which was placed upon 
the market early in 1940, only to be 
followed a few months later by the 
new Ivory. 

The case was argued before the 
Baltimore court for three weeks, 
More than 3,000 pages of argument, 
testimony and exhibits have been 
filed by the two firms in the appeal. 

The Swan soap makers charge 
that the lower court erred in deny- 
ing judgment on the grounds that 
Mr. Bodman did not include a suf- 
ficient temperature range in his 
original patent application and that 
P&G’s process for the manufactur- 
ing of new Ivory came outside the 
range, although it conceded that Mr. 
Bodman had made a “real discov- 
ery.” 


P&G Denies Charges 


Lever said that the patented 
process, operating at any tempera- 
ture in the specified range, was as 
new and as much a useful discov- 
ery as if operated at 190 degrees F. 
(Bodman’s temperature recording), 
and that P&G would never have 
abandoned the old framing process 
and adopted the Bodman process at 
temperature as low as 157 degrees 
if the new Ivory product was not a 
radical improvement in floating 
soap. 

Prior to Bodman’s invention, 
Lever claims, there were two prin- 


Advertising Age, November 15, 


943 
cipal soap-making processes, . 
sulting in “framed” or floating a 
and “milled” soap. The Bo: a, 
process reportedly produces a 5a. 
ing soap having the fineness © ey. 
tures of a “milled” soap that » oyjq 
not warp and was desirab]. {o, 
toilet purposes. 

P&G charges that Mr. Bo may 
broadened the temperature ang 
of the process after the new yor, 
appeared on the market and ¢ ‘nig 
that it obtained samples of the Bog. 
man product from disloyal | eye, 
employes, as charged. 

It further countered that ii wa 
against the law for Lever to haye 
gone into competition with the 
Ivory soap business with a cake oj 
soap which in size, shape, color ang 
even in exact perfume or scent 
was so closely like Ivory soap tha 
the public would think the ney 
product was a varient of Ivory 
soap and made by P&G. 

The court, which is at presen 
sitting in its November term at Ba]. 


timore, has the appeal under con. 
sideration. 


Peck Named President 


of Hazard Agency 

Herbert Peck, 
for the past eight § 
years with the 
Hazard Advertis- 
ing Company, 
New York, and 
the past two j; 
years executive | 
vice - president, 
has been named 
president of the 
agency. Previ- 
ously he was on 
the advertising 
staff of U. S. In- 
dustrial Alcohol 
Company. Joseph 
L. Boland, formerly an account ex- 
ecutive with Frank Presbrey Com- 
pany and Cecil & Presbrey, Inc., and 
for the last five years account ex- 
ecutive with the Hazard agency, has 
been elected vice-president. 

Other officers include William C 
Longstreet, assistant treasurer of 
the organization for the last 12 
years, who has been named treas- 
urer, and Bertha Bechtel, promoted 
from assistant secretary to secretary 


Herbert Peck 
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Send for this lnguetied Survey! 


Fact Finders Associates  inter- 
viewed 3564 shoppers as they 
came out of five Fifth Avenue formative and helpful to ever 
department stores. This book is advertiser and agency executive 


IF YOU DESIRE A COPY OF THIS BOOK... Write t 
ED. KENNELLY, NATIONAL ADVERTISING MANAGE 
We employ no national representatives 
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Biggest Job Your Advertising Ever Faced ! 


Between peace and demobilization 10 million service 
men must be absorbed into industry. 


This means holding the total number of jobs at 
close to today’s high levels . . . with millions of women 
workers, workers over age and under age making way. 


And that means the generating of BUYING POWER 


—on a larger scale than ever before! 


If we can find a way to build this enormous buying 
power, jobs will make themselves; debt can be liquidated; 
and regimentation can be a thing of the past. 


Charles E. Wilson, former president of the General 
Electric Company, warns us “If we don’t give tne 
American people their birthright, some other system 
will attempt the job.”’ 


Your advertising holds a key to buying power. . . 
building sales; it builds jobs; jobs build buying power 
and—more jobs. 


Today, for the first time in history Wage Earner 
families—the biggest part of America—are buying in 
proportion to their numbers. Today, they constitute 
two-thirds of the market for consumer goods. They 
have the biggest share in our backlog of war savings. 


MACFADDEN PUBLICATIONS, INC. 


Your advertising can continue to direct these Wage 


Earner dollars into products—and from products to jobs. 


Unless it does—all of our post-war plans will have been 


as idle as day dreams. 


This advertising job is not going to be easy. It will 
need all the time-tested tactics—and some new ones 
besides. It will need more than coverage. It will need 
that intangible which some call INFLUENCE. 


Because Macfadden has helped Wage Earner fami- 
lies—helped them to help themselves—we do occupy 
the position of guiding friend—that position of IN- 
FLUENCE which your advertising must have. 

* * * 
With its quarter-century of publishing to the Wage 
Earner market—this is Macfadden Publications’ pre- 
sent-day obligation and pledge: 

To furnish to Industry a means of communication 
with Wage Earning America through magazines which 
enjoy reader confidence, loyalty and respect. To main- 
tain our service to Industry as the most authoritative 
private source of knowledge and understanding of 
these people upon whom industry — and, indeed, our 
entire economic system as we presently know it 
—must depend. 


What Is an American? 


This message, one of a series, 
is addressed to Wage Larner 
America through the editorial 
page of True Story (a Macfadden 
Magazine) for December, 1943. 


A American believes in free- 
dom as part of his spiritual 
creed. Freedom to worship God 
and to do so in his own way. Free- 
dom to earn a living by honest 
means which he chooses for him- 
self. Freedom to spend his earnings 
cs he sees fit, to elect those who 
shall administer the details of gov- 
ernment, to educate his children. 
Freedom for his neighbor as well 


as for himself. 
A 
1 EDITOR 


As the Wage Earner Goes— 
So Goes America! 


PUBLISHERS of TRUE STORY + THE MACFADDEN WOMEN’S GROUP - THE MACFADDEN MEN’S GROUP 
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In Washington .. . 


Speed Up Action 
on Reconversion 
of Industry Plans 


Washington, D. C., Nov. 11.— 
Appointment of Bernard M. Baruch 
to head the postwar planning unit 
of the Office of War Mobilization 
may have saved the president a 
serious political setback in Congress, 
for many legislators have demons- 
trated impatience with the failure 
of the Administration to propose 


BURTON 
BROWNE 


Petitor with better advertising” 
CHICAGO « DEL 3800 | 
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concrete plans for postwar recon- 
version of industry, and disposal of 
surplus property. 

With news from the battle fronts 
prompting a new wave of optimism 
here that the European war may 
end at any moment, at least half a 
dozen Congressional committees 
have evidenced their intent of 
working out bills on contract termi- 
nation, and other subjects, without 
awaiting a message from the White 
House. 

On the Senate side, the most 
active committee until this time has 
been a subcommittee of the military 
affairs group, under Senator Mur- 
ray, which has heard an outstanding 
battery of officials on contract ter- 
mination. During the past week, 
for instance, the committee had 
statements from Donald Nelson, 
Attorney General Francis Biddle, 


|and Comptroller General Lindsay 


Warren. 
Summons Witnesses 


This week, however, a_ special 
postwar planning committee under 
Senator George made its presence 
felt, calling in representatives of 14 
government and private agencies 
for preliminary discussions of the 
whole reconversion picture, includ- 
ing disposal of surplus property. 
Finally, the ever-present Truman 
committee of the Senate published 
a comprehensive report last week- 
end, calling for profMpt action on 
demobilization problems. 

Some of the most interesting 
work on the House side has been 
done by the Patman small business 


committee, which has had represen- 
tatives of the armed forces discuss 
disposal of surplus property. In a 
preliminary report this week, the 
committee urged that a_ central 
board be established to hold, man- 
age and dispose of surplus proper- 
ty, subject to recommendations of 
qualified representatives from the 
private industry groups most di- 
rectly affected by the particular 
transaction in question. 

The Patman committee said that 
central board would have to con- 
sider the rights of manufacturers 
who normally produce the product; 
the firms which normally handle 
the sale of the product; returning 
servicemen and present employes of 
various firms, and the taxpayers 
who “rightfully expect their gov- 
ernment to realize as high a price 
as possible.” 


Other Groups Studying 


Other House committees inter- 
ested in postwar problems are the 
military affairs committee, under 
Rep. May, which is studying con- 
tract termination, and the naval 
affairs committee, which has had no 
hearings, but is standing by waiting 
developments. 

Mr. Baruch lost little time this 


week in rallying administration 
forces for a united front in the face 
of these confusing congressional 
activities. Within a day of his ap- 


pointment he held meetings with 
procurement officials of all inter- 
ested services in an effort to com- 
plete the uniform contract ter- 
mination clause the agencies have 
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An Old, Old Dream is coming true... FAST 


A student of markets and marketing made 
the remark .. . “Seems to me that the farm 
South is coming fastest, no matter what 


business index you study.” 


This year the farm South’s cash income 
from livestock and crop sales is the largest 
ever—but the money itself isn’t most im- 
The outstanding fact is that the 
old, old dream of crop diversification in 


portant. 


is read by 2 out of every 5 
white farm families 
in the South. 
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For years Southern Agriculturist 


the South is becoming reality so fast that 
it makes an economist’s eyes dazzle. 


has 


pounded away on crop diversification . . . 


Coll 
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and now the success story is being written 
throughout 14 Southern states. Today this 
fine old farm paper, reaching nearly a 
million white farm families, is more vital 
than ever before to the success of your sales 
plans—now and post-war—in the South. 
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| against possible use of 


been struggling over for several 
months. His prestige readily im- 
pressed chairmen of the numerous 
committees that had been digging 
into the problem. It appeared that 
whatever Mr. Baruch recommends 
will carry far more weight than any 
of the pleas that individual admin- 
istrators have been making in the 
past few weeks. 


* * * 


Robert Ferry, formerly account 
executive of Young & Rubicam and 
Geyer, Cornell & Newell, has been 
promoted to assistant director of the 
OWI domestic branch, following the 
resignation of Steve Fitzgerald, who 
went to Bell Aircraft as director of 
public relations. Mr. Ferry con- 
tinues as chief of the Office of Pro- 
gram Coordinator. 


* * * 


The OWI radio bureau estimates 
that the radio industry has given 
$103,000,000 in time and talent for 
war programs during the past year 
an increase of 19% over the esti- 
mate made in January, 1943. Ac- 
cording to the estimate, the network 
allocation and special assignment 
plan accounted for $43,000,000 in the 
time and talent, while $59,000,000 
was contributed under the station 
announcement plan and local sta- 
tion programs. 


* * * 


Illustrations of ration stamps cur- 
rency and certificates used in adver- 
tising must be either larger or 
smaller than actual size, the OPA 
ordered this week in a move to pre- 
vent the use of illustrations as 
counterfeit currency. 

Illustrations of ration documents 
must be enlarged to at least one and 
one-half times as large as the origi- 
nal, or reduced to three fourths 


| actual size or smaller, the OPA said. 
| They may be reproduced in black 


and white only, it was added. 

OPA officials declared that the 
order will not interfere with con- 
sumer education on rationing 
through the use of illustrated in- 
structions, carried on by many 


| dealers and advertisers as a public 


service. The action was taken at 
the request of the United States 
Secret Service as a_ safeguard 
illustrations 
for actual ration currency. 
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Postage Rate 
Boost Dropped 


from Revenue B |] 


Washington, D. C., Nov. 1) _7, 
on-again-off-again House wa 
means committee, already a 
late in reporting the drastica 
vised revenue bill for 1944, re. », 
itself again this week, and vo eq; 
rescind previous action doub!l g ¢}, 
second class mailing rates for naga. 
zines. 

Earlier, the committee had mogj. 
fied a sweeping increase in -ecop; 
class mailing rates by exe) ptin, 
newspapers and church and relip. 
ious publications. At a session lay 
Monday, the entire provision basipp 
second class mailing charges on 
cent per ounce rate was stricke; 
from the proposed bili. 


Advocate Other Change; 


Meanwhile the committee enter. 
tained a request from the post offic 
and post roads committee to def; 
any changes in postage rates unt; 
that committee, under Rep. Thoma; 
G. Burch of Virginia, could stud, 
the proposed changes. Rep. Bure’ 
made his request at an executive 
session early in the week, but the 


ways and means committee had 
made no move to comply. 

With second class mail rat 
changes tentatively removed fron 
the tax bill, the committee is sti] 
advocating increased rates for first 


and third class, air mail, registere; 
and other special postal services 
At another session this week, it re- 
stored the controversial $10 a gal- 
lon tax on liquor, but most of th: 
week was devoted to discussion of 
proposed amendments modifying 
the renegotiation act. 


Y&R Handles Account 


Young & Rubicam handles the ac. 
count of the Drackett Company 
Cleveland, manufacturer of Dran 
Windex and other products. Arp- 
other agency was credited with th: 
account in a report of the company 
program to streamline its postwa 
planning and meet growing execu: 
tive demands of an expanded pro- 


gram (AA, Nov. 8). 


‘Distribution . . 


Industry's Biggest Problem 


Executives charged with the 


sponsibilities of post-war planning 


need the intuition of a Joseph, 


wisdom of a Solomon, the patience 
of a Job, and the luck proverbially 
credited to beginners. In addition, 
it would seem advisable for them 
to consider more seriously than 
anybody ever has before the mat- 


ter of distribution. 


a is industry's 
biggest problem. It dwarfs 
all others. It is going to be more 
difficult to solve than anything 
else that industry has to face, 
with the exception of unemploy- 
ment. Re-conversion of plant 
facilities, the selection suit- 
able products and the marketing 
of them, are relatively simple. 


American industry has mastered 
the technique of efficient and 
economical production. But ef- 
ficient and economical distribu- 
tion has been and still is a 
bugaboo. One of the chief rea- 
sons for this, we venture to 
believe, is that too many busi- 
nessmen regard distribution as a 
local, individual or regional prob- 
lem having to do with finished 
products only. Rightly consid- 
ered, however, distribution be- 


A Chilton 
Publication 


re- 


the 


Aneval MOTMECARGO Howe 


gins with the origin of row 
materials and ends only when 4 
finished product has reached ‘s 
ultimate destination, i.e., the fir 2! 
user or consumer. Transportati 
handling, packaging, wareho 
ing, and marketing are all 
tegral parts of distribution. 


Distribution will receive great 
attention after the war than ev 
before. To a larger extent th: 
in the past it will be worldwid 
It should be considered now 
that light. As we state eac 
month on our contents pag 
more efficient and economic 
distribution is the present maj< 
problem of modern business. 
Do you have a distribution problem 


cr a product designed for the distrib: 
tion market of tomorrow? 


Write for your sample copy of D ar- 
W... 


The Magazine that is tackling tomo’ 
row’s distribution problems — TODAY 


The Progressive Magazine of Shippi''* 
Handling, Warehousing, Distribut'«" 


100 EAST 42nd STREET °* 


NEW YORK * 17 °* 
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MISSION 


Some consumer advertising cam- 
paigns have been successful 
without the support of fine trade 
paper copy. To tell the truth, 
several have succeeded without 
any trade paper backing at all. 


LIGHTLY STARTLING 


We never said that you can’t market a product 
profitably through retail channels unless you back 
up fine consumer copy with equally fine trade 


paper copy. We never did. 


As far as the drug trade is concerned, we know, as 
well as you do, the names of the fistful of firms 
that are doing all right despite the fact that their 
trade paper campaigns are weaker than Roumanian 
morale. We know, even better than you do, the 
names of the jiggerful of important drug trade 
firms that don’t use drug trade advertising at all 
and still manage to keep their financial statements 
on the solid side. 


We know that a consumer campaign can be so sales 
potent that it will ram-jam customers straight 
through a barring wall of retailer indifference . . . 


even retailer resentment. 


Sure we know that it’s possible to market a product 
profitably without first-rate trade paper copy just 


as we know that it is possible to ride a bicycle 


backwards . . . possible to play a zither with your 
toes. 
What we don’t know . . . and probably never will 


understand . . . is why anybody wants to do any 
of these things the hard way. More baffling than 
squeaky door mysteries to us is the reasoning which 
leads any advertiser to cut the effectiveness of his 
consumer copy by 5% ... 10% ... 25% through 
failure to cultivate retailer friendship, understand- 
ing and cooperation . . . all obtainable through the 


use of first rate copy in a first rate trade paper. 


But then, perhaps, it’s for the best that things are 
so. If everybody always bought adequate space 
in trade papers . . . and filled that space with 
marching copy . . . and swell art; if all of the 
sinners guilty of retailer neglect were to be saved 
. . . there would be no need for trade paper pro- 


motion or trade paper promotion managers. 


Thoughts like that wake us up at night . . . bathed 


in cold sweat. 


Dave orcs 
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—and it’s hotter than a mail-order | 
pistol... today’s market No. 1 for 


postwar America! 
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There’s one thing about this book of ours that con- 
tinually amazes me. This is it: Once an advertiser 
knows the facts on Mechanix Illustrated, we don’t have 
to sell him—he buys. 


Advertising Director 
Fawcett Pustications, Inc 


- 


* 4 + 


Apparently, there are several different ways to buy space. 


You can buy on mathematical certainties such as circu- 
tion figures and rates-per-thousand and market cover- 
es and all the rest of it. 


you can buy by ear, following the current media 
les and fashions. 


these methods are probably successful. Dut — I 
der. 


t there a third method of space-buying—that is, ac- 
ng to results, in terms of sales and sales alone? | 
t know. I’m asking you. 


} is not a swing at any publication in America. We're 
n the same boat. We are all in the publishing business. 
ne of us are better, for certain kinds of advertisers, 
n others. 


d that is exactly my point. If you want not only 
‘uence but sales—if you want to “get those coupons 
—if you want to get actual responses or evidence— 
‘echanix Illustrated is one of the gosh-darndest publi- 
(\tions you ever saw, not only in its own field but in 
America. 


* a ok 


ay do so many correspondence schools, patent at- 
neys, engineering courses, mail-order toolmakers, 
lel-supply houses advertise in Mechanix Illustrated 


nionth after month, year in, year out? 
I'm telling you: Because they get results. They make 
sales. If they didn’t, they'd yank their advertising out 


$05 HERE'S THE TOP 400,000 AUDI 
WHAT’S COOKING” IN THE AMAZING WORLD OF TOMORROW! | 


of our book—but fast. It is a fact that Mechanix IIlus- 
trated consistently “pulls its head off” for advertiser 
after advertiser. It is one of the best pulling mail-order 
mediums in America, regardless of classification or size. 


These fellows can really buy space. They have their 
results figured down to a gnat’s upper lip. 


They know that in A/echanix /llustrated they get a pre- 
determined number of coupons per month, at a pre- 
determined cost per coupon. They know what each 
coupon is good for in dollar volume, or enrollment, or 
customers. They know, to the last fraction of a penny, 
what result their advertising dollar buys. 


They know—yes, know—that Mechanix Illustrated is 
hotter than a mail-order pistol for results. Because once 
these advertisers start using Mechanix Illustrated they 
seldom, if ever, leave us. 


America is full of media that these advertisers have 
tried, But the fact that these advertisers stay on in 
Mechanix Illustrated, year after year, is the greatest 
single compliment any advertiser could possibly pay us. 
The best evidence that this is so, is contained in some 
comparative statistics just released as this advertisement 
goes to press: 


NET ADVERTISING REVENUE: 


Nov. 1943 increased 104.8 over Nov. 1942; 
Dec. 1943 increased 88.6 over Dec. 1942. 


NET ADVERTISING PAGES: 
EE SOS 6 bo conne4ecnedan ves’ 37 pages 
December 1943............ .... 303% pages 


12 months increase PTY by’ 
—Which is another way of saying that during the past 
year alone, A/echanix [Illustrated grew like a forest fire. 


And here are some more comparative statistics that look 
pretty good in print: 


ENCE THAT “KNOWS 


Today \Jechanix /llustrated, far more than any other 
publication in America, is merchandising to its 400,000- 
plus readers the wonderful World of Tomorrow. 


Our circulation, which 3 years ago stood 150,000 at 10¢, 
is over 400,000 today with 97.59% newsstand (highest 
ever attained in our field) at 15¢. 


We gained 49.1% circulation in the past year alone, 
against 9% and 3% gained by the other two. 


Based on 1943 first-six-months figures, Mechanix Illus- 
trated pulls 945 primary readers per advertising dollar, 


as against 839 and 776 for the other two. 


Our October issue shows a gain in advertising revenue 
of 176% over October 1942. 


* + * 


So, Mr. Advertiser and Mr. Agency Space-buyer : When 
you advertise in Mechanix /llustrated, you are in mighty 
fast company. 

You are a member in good standing of the most hard 


boiled group of men in advertising. 


More and more, Mechanix Illustrated is the “hot” buy in 
its field. Hotter than a mail-order pistol. Your market 
No. 1 for postwar America. 


One of the Great Family of Fawcett Magazines 


MECHBWIK 
JUS TRATED 


FAWCETT PUBLICATIONS INCORPORATED 


NEW YORK: 1501 Broadway ... Longacre 3-2 
CHICAGO: 360 N. Michigan Blvd. Central 5750 
LOS ANGELES S n R I 
Garfield B M ga ' 
SAN FRAN( ISCO Sir n Reilly Led 
Russ Building Douglas 4994 
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What's Free Enterprise? 


One of the most interesting and 
significant opinion polls reported re- 
cently by Dr. Gallup and the Amer- 
ican Institute of Public Opinion re- 
vealed that 70 per cent of the people 
do not know what you mean by the 
term, “free enterprise.” This find- 
ing should be highly suggestive to 
manufacturers and others who are 
endeavoring to build favorable pub- 
lic attitudes toward the system of 
private initiative and opportunity, 
and should result in greater efforts 
to interpret ideas in this field. 

Advertisers and agency men who 
have worked on the problem of 
writing copy which would reach the 
man in the street and convince him 
that political and economic condi- 
tions should be favorable to the en- 
terprise systems have had difficulty 
in explaining their point of view in 
terms which would be _ readily 
grasped by the general public, in- 
cluding those who are not numbered 
among the business group. It is a 
difficult task, and emphasizes the 
fact that any discussion of basic 
principles should start with a defi- 
nition of terms. 

The Gallup poll showed not only 
that only about 30 per cent of the 
people interviewed have a clear 
conception of the term “free enter- 
prise,” but that of the remaining 70 
per cent, many have a definite an- 
tagonism toward it. 

Yet the fact that the basis of the 


enterprise system is opportunity for 
every individual suggests that the 
universal appeal to self-interest 
which it should make has not been 
successfully developed, 

Opportunity to progress has been 
enjoyed by the people of America to 
a greater extent than has been the 
lot of any other nation on earth at 
any period of the world’s recorded 
history. Such an opportunity means 
not only that every man can rise to 
the top, if he possesses sufficient 
ability, but that his children like- 
wise can rise above the level of their 
parents. And this is one of the most 
appealing parts of the story. 
| Free enterprise doesn’t mean that 
only big business has opportunity 
but that it belongs to every little 
farmer, every little storekeeper, 
| every little mechanic who starts a 
shop in a back alley. The little busi- 
ness man, so necessary to the suc- 
| cess of big business, is the most typ- 
| ical enterpriser in the whole field of 
| business, and he must be presented 
|as the man who most deserves 
opportunity for growth and expan- 
sion. 

Advertisers and advertising peo- 
ple ought to start working hard on 
the vital problem of presenting the 
story of the enterprise system in 
such a way as to sell the 70 per cent 
who either don’t understand it or 
are opposed now to what they think 
it means. 


| 
| 


Somebody Missed the Boat 


The margarine industry, which 
has been held down by taxation and 
regulation as no other branch of the 
food industry has ever been, is en- 
joying a wartime boom by virtue of 
shortages of butter and the high 
price which it represents in money 
and ration points. With consumers 
badly needing the products which 
the industry offers, now is the log- 
ical time to take the shackles off a 
necessary part of the food produc- 
tion resources of the country. 

Yet the House agriculture com- 
mittee, considering the Fulmer bill 
to remove excise taxes from colored 
and uncolored margarine, and abol- 
ish taxes on the sale of the product 
levied upon manufacturer, whole- 
saler and retailer, voted 14 to 11 
last week to report the bill unfav- 
orably. This action followed testi- 
mony in favor of the measure, and 
before the dairy interests had pre- 


sented their case. It was possible 


to defeat the measure in committee | 
without having presented any facts. | 


We have an idea that the reason 


the committee voted against the bill | 
was because of lack of public pres- 


sure. Certainly current margarine 
sales of 600,000,000 pounds a year 
show that millions of consumers are 
using it, and from the standpoint of 
the consumer there isn’t the shred 
of a doubt that taxation is unfair 
and unjustified. Yet this consumer 
viewpoint has not been sufficiently 
well organized to become vocal. 
The dairy farmers, now battling 
against farmers who produce the 
materials used in margarine, thus 
represent a minority viewpoint 
which is being sustained only be- 
cause the public has not been en- 
couraged to express its opinions. 
The industry is now sufficiently 
prosperous and important to be cap- 
able of vigorous organization for the 
presentation of its case at the bar 
of public opinion. Had something 


been done during the past few years, | 


the passage of the Fulmer bill might 
have been little more than a for- 
mality. It’s too bad from the stand- 
point of the interests of the public, 
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—Mischa Richter in This Week Magazine 
"Yes, son, | sent for you. What have you done with the funny paper?” 


Sugar Coating 

We have from time to time called 
your attention to the manner in 
which retailers and other buyers 
are courting the attention of sellers 
—a condition which no retailer or 
seller in his right mind could have 
imagined ten years ago, and one 
which unfortunately will not last 
forever. The Fairchild publications, 
for example, which have been 
catering to the men’s and women’s 
retailing fields for lo, these many 
years, are carrying a fair volume of 
business from retailers who are 


Dick Edwards Entertained 
Kirby Block Buyers-—-- 


addressing manufacturers and other 
sellers in an effort to convince them 
of the importance of keeping these 
important retailers as well stocked 
as possible. 

This full-page newspaper adver- 
tisement of Bright’s Department 
Store, Lansford, Pa., seems however 
to set a new high. It is not so un- 
| usual for a department store to 
|invite executives of its New York 
|resident buying organization to a 
get-acquainted party on the store’s 
home grounds, but to publish the 
New Yorkers’ acknowledgments as 
a full-page advertisement in the 
local dailies seems like a new angle 
}to us. We doubt that many resi- 
| dents of Lansford and surrounding 
| towns will know erough of the 
intricacies of department store buy- 
ing to understand exactly what the 
advertisement is all about; yet 
Bright’s obviously hopes that resi- 
dents of its community will some- 
how get the idea that the store is 
solidly entrenched with New York 
buying sources, and that if there is 
any merchandise available in the 
metropolis, Bright’s will get its full, 
fair share. 


Signs of the Times 
Clothes costing a king’s ransom 
are no rarity in New York and 


ress in the Bronx probably doesn’t 


Ad-libbing 


———_—_—_————— 


still on a somewhat lower plane. So 
when one of this department’s 
female scouts saw a Carson Pirie 
Scott ad for a dress and jacket 
“blended with the finesse of a maes- 
tro,” selling at $178.45 in misses’ 
sizes, she thought it was a misprint. 
When she turned the page and 
found Blums-Vogue devoting sev- 
eral hundred dollars worth of space 
to a picture of a natural white mink 
coat “exquisitely designed for one 
lovely woman,” and available at 
only $6,000, plus the usual 10% tax 
on furs, she decided that she was 
just a little bit behind the times. 
| Defiantly, she went back to putting 
the finishing touches on the Christ- 
mas package she was fixing for her 
brother with the new APO number. 


Jottings 

Carl Kulberg, Woman’s Home 
| cisco, is one of several space sales- 
men who have editorial 
Carl gets out spasmodically a mime- 
ographed sheet of comment about 
this and that which he sends to con- 
tacts. He calls it Kulberg’s Brow- 
ae 

Latest employe show to crash the 
headlines is “Bellzapoppin,” put on 
by Bell Aircraft Corporation work- 
ers at Buffalo’s 20th Century thea- 
ter, where it played to 36,000 in a 
week. Subsequently, for three 
weeks the show was presented to 
workers of the three Bell plants of 
the Niagara Frontier Division on 
behalf of the 3rd War Loan drive. 
A lot of professional talent which 
had abandoned the footlights for the 
factory was included in the cast... 

Pacific Huts, Inc., Seattle, whose 
regular newspaper display space 
was used a few weeks ago to help 
recruit workers for the Boeing 
plant, is back with big copy de- 
signed to solve its own employment 
problem. This time it makes 
frontal attack on office workers, 
with an ad headed, “I, too, was a 


personal satisfaction gained by one 
office worker who took the leap into 
factory work and found it extremely 
satisfying. . . 

Northwestern University Settle- 
ment uses a neat receipt form for 
donations, one-half of which has the 
usual receipt data, while the other 
contains room for a personal or 
typewritten message of thanks. . . 

Chek-Chart Corporation, producer 
of lubrication charts for service sta- 
tions, gains interest for a mainte- 
nance story with a handsome two- 
color booklet, “Postwar Cars and 
Planes ...and Their Effect on Oil 
Marketing.” The first page reveals 
that Chek-Chart has been gathering 
information on postwar cars for 


Hollywood, and the flatfooted wait- many months, and “on the follow- 


| ine pages we present all of the defi- 


as well as the margarine manufac-| gasp too hard when she sees a cute nitely established facts we have 


turers, that this necessary job of| little number advertised for more) been able to gather.” 


public information hasn’t been 


undertaken. 


lthan she makes in three years, but 
lin the cornfed Midwest things are 


Naturally 
ie rema.nder of the book consists 
of blank pages... 


Companion salesman in San Fran-| 


instincts. | 


a} 


white collar man,” which relates the | 
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The following documents me » be 
secured without charge from 9m. 
panies sponsoring them, or thr ugh 
ADVERTISING AGE, by any nat onal 
advertiser or advertising a; ney 
executive writing on his bus ness 
letterhead. 


No. 2246. “Let Me Show 
Through the Store.” 


In this tabloid size reproduction 
of one of its issues, the New York 
World-Telegram takes the reader on 
a tour through a “store that has 
three times as much traffic and 
transactions as Macy’s, turns over 
all its stock every day, makes more 
home deliveries than United Parcel, 
has as much floor space as all New 
York. . .” The spiel superimposed 
on each page points out layout, spe- 
cial features, and what’s for sale 
from windows, or front page, to the 
back. 


No. 2247. 
Points. 
Station WLW, Cincinnati, has 
issued this C. E. Hooper mid-winter, 
1943, audience rating report, with 
a map showing the scope of the 
study. Sets in use, program rating 
|and per cent of listeners are shown 
for various periods, daytime and 
night, in the first part of the book, 
and the second part shows how 
WLW stacks up against other net- 
work stations. 


You 


The Listening Finger 


No. 2227. in Reader- 
ship. 

Starting its third year with a cir- 
culation in two million homes in 15 
markets, Parade has _ issued this 
brochure, which reports on its fam- 
ily readership position and explains 
the gains accomplished. Full of 
illustrations with figures indicating 
reader traffic as measured in an 
|L. M. Clark survey, the brochure 
‘also includes a list of advertisers 
who have used Parade. 

No. 2142. It Just Grows and Grows. 

The Star Weekly, Toronto, has 
issued this circulation analysis by 
provinces, major city markets, and 
in cities of 10,000 to 25,000, showing 
| total families, English families, cir- 
culation and per cent of coverage of 
English - speaking families in the 
Dominion. 


No. 2229. Targets for an Editor 


The Saturday Evening Post 
issued this report on editorial prog- 
ress based on every-other-week 
readership surveys conducted s 
1941 by the Curtis Public Opinion 
Division. The report uses the “e“'- 
torial hit” as a yardstick, which '|s 
described as a story or article 
pletely read by a number excee’ 
a standard established by the / 


Leadership 


in 1941. The new report, w! 
follows last February’s outlin 
changes planned by Ben H 


when he became editor, shows | 
centage gains in the number of ! 
editorial hits in the new Post. 


No. 2224. Speaking from the He 
Maps and graphs _ illustrate 
figures on farm listening habits 
this new brochure issued by Stat 
KMBC. The survey deals speci! 
ally with service programs—ne' 
farm talks, markets, farm progra! 
and home service features—as | 
greatest factors affecting habitu 

listening in rural homes. 


No. 2226. The United States Net 
Association, 
In this brochure, the Unit 


States News tells the story of 
capital news coverage, describes 
Washington organization, how 
functions and the specialized se! 
ices it publishes. A 10-year circu- 
lation record is included in the re 
port. 


No. 2174. Results. 

Station WLS, Chicago, has issue 
this folder, which tells succes: 
stories of several typical WLS ad- 
vertisers, giving analyses of mal 
response to programs broadcast 4 
various hours. 
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= H Move M Three Th d Mil Six Second 
since ow fo Move Moscow Ihree ihousan Hes...iM oIX Seconds 
Iu n 
ich is 
tind 7:21:00 P. M., Eastern War Time. In two minutes, on of Americans hear a clear, firsthand news report from 
Post the NBC “News of the World Roundup,” a voice will the Russian capital. 
Wi sew *"M Ls te _ , 99 ° . 
ining say, “This is Moscow ... In six seconds, unknown to the listener, Moscow was 
H In the control room at Radio City in New York. a moved three thousand miles from east to west eee from 
I - F . . ’ . 4 Ls ha : a wl ; 
my man casually exchanges a few words with Moscow in a New York to San Francisco. 
. test conversation. The air crackles with a harsh, un- a el , 
At NBC, smooth-running perfectionism like that is 

le pleasant sound. ' 
part and parcel of every program, erery broadcast, every 
ts 7:21:15. The man turns to a teletype machine linked to activity carried on by America’s oldest and most 
_ NBC’s short-wave listening post in San Francisco. He popular network. 
- types out: “Moscow reception poor. Any better in For the nation’s biggest advertisers, who are clients of 
¥ San Fran: NBC, it has meant more dependable and more pro- 
itu 7:21:32. The answer from San Francisco: “ Moscow clear gressive service throughout; it has put the best in net- 

as a bell.”’ work broadcasting at their full disposal. 
Ver a he . . . 2 ; is ~ : i as _ re @ 2 & inl ws 

7:22:50. The signal is given to reverse the relays between ; For the listener, it ha i oa wen _ s oe ind 
se Maer Verk and Gan Francieco. interesting programs, wider in scope, richer in their 
f service and satisfaction. 
; . 7:22:86. The reverse is completed. ... These are some of the things that make NBC “The 
erv- 7:23:00. A voice says: “This is Moscow...” and millions Network Most People Listen to Most.” 
ircu 
» re 

. . 
suec 
* The National Broadcasting Company 
a - 
mai 
ta America’s No. 1 Network——A SERVICE OF RADIO CORPORATION OF AMERICA 
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14 
Named Hat Publicist 


Sophie Goode has been named to 
handle national publicity for Stetson 
Hats, Inc., New York. 


First Choice 
of management men 
for business news in the 
aation's greatest industrial 
area... the Central West 


All-Year Club to 
Spend $150,000 
on 1943-44 Drive 


Magazines, Newspapers 
to Carry Postwar 
Travel Appeals 


(Picture on Page 63) 

Los Angeles, Nov. 11.—The na- 
tional advertising spokesman for 
Southern California, its All-Year 
Club, will spend $150,000 this win- 
ter and next spring in an all-out 
effort to assure future sales in the 
travel field. The total space budget 


is believed to be the biggest adver- 
tising appropriation this year for 
community promotion. 

Full-color or black and white 
pages in Collier’s, Cosmopolitan, 
National Geographic and The Sat- 
urday Evening Post during Decem- 
ber and January will open the 
second wartime campaign of the 
All-Year Club. Schedules call for 
both winter and spring insertions, 
with the drive closing in June. 

Simultaneously a spot market 
newspaper campaign will be 
launched in key metropolitan cen- 
ters, also running from December 
until June. Detroit, Minneapolis, 
St. Louis, Milwaukee, Washington, 
D. C., and Des Moines have been 
added to last year’s list, which in- 
cluded New York, Chicago, and 
Boston. 

Space costs are underwritten by 
the Board of Supervisors of Los 


Angeles County, which has taken 


the stand that the momentum of the 
region’s 22-year, $8,000,000 peace- 
time advertising campaign must be 
maintained and that every effort 
should be made to insure an imme- 
diate postwar return of Southern 
California’s $200,000,000 yearly:tour- 
ist income. ; 
In peacetime All-Year Club cam- 
paigns wheel about a bid for tour- 
ists. The pattern of the wartime 
campaign, while institutional in 
character, urges Americans to re- 
frain from travel now, to save and 
earmark war bonds for a postwar 
Southern California visit. Early in 
the war, all direct travel stimulation 
efforts were halted by the club, an 
action which drew praise from Jo- 
seph Eastman, director of the Office 
of Defense Transportation. When 
the club set the precedent of linking 
postwar travel sales to war bond 
purchases, similar approval came 
from the Treasury Department. 


Can you see the 
entire picture? 
Who is it? Just 
for fun jot it 
down on your 
memo pod and 
check with the an- 
swer in next issue! 


The BALTIMORE BLUE NETWORK OUTLET 


\Fe 3 


IS ONLY HALF THE PICTURE 


th he important thing is buying the 
RIGHT time on the RIGHT station! If you have 
something fo sell, these are the important features 
to look for when you buy radio time: 


1, Complete coverage of the selected area 


2. A lucrative market 
3. A receptive audience 
4. Economical rates 


You get them ALL— and then some, when you buy 
Station WCBM, Baltimore's Blue Network Outlet! 
Expert programming is attracting and making regu- 
lar listeners of a great percentage of Baltimore's 


daily increasing population. 


It's easy to SELL when you buy 


GEO. 


| » * y 
S 


FREE & PETERS, INC. Notional rep. 


JOHN ELMER, President 


H. ROEDER, Gen. Mgr. 


Advertising Age, November 15, 443 
Copy continues the strategy . 
first campaign, telling the sto 
“How a Playground Goes to \ ., 
The campaign tells of the con: jy. 
tions made toward victory b 
ocean, the mountains, the sun: ine 
the beaches, the desert, Holly © 954 
and all the other prewar ir. 
which comprised the All- 
Club’s tourist merchandise. EF) 
sis is laid upon the fact that th: 
these-dJures are playing in th: 
effort Wil] make Southern Cali: »» 
an even more interesting pla > 4, 
visit after-the war. 


First Campaign a Succes 


The club’s fitst postwar t-aye 
campaign brought in thousan s 9; 
letters from every state in the 
and 33 foreign countries, cing 
information upon which to plain 
postwar Southern California \ aca. 
tion. In continuing the them: 
new campaign will highlight s) 
lures, telling their story in detail 
First magazine insertion set 


the 
of 


pattern with the headline: ‘The 
Eagle Looks to the Sun,” while ¢ 


tells of 355 sunshine days a ye 
and a place where favorable weather 
permits planes to be built and flow, 
the year around. 

Other key headlines will be “Even 
Glamour Has a Place in War.” 
“United Nations’ Victory Garden.” 
and “The Guidebooks Are Wrong 
About the Desert.” 

Newspaper copy headlines” apn; 
offer of the All-Year Club’s new 
wartime folder. “How a Playground 
Goes to War.” Chief feature of the 
folder is a wartime version of the 
famous Southern California fu 
map with the area’s variety of war- 
time contributions superimposed 
upon it. Text gives details that lack 
of space eliminates from ads. Th: 
back page outlines types of after- 
war vacations which may be pur- 
chased with different denominations 
of bonds. 

Foote, Cone & Belding is th 
agency, with Jack Little as senio: 
account executive. 


Newell-Emmett to 
Handle Southern’s 


Entire Account 


Washington, D. C., Nov. 9.—Effec- 
tive Jan. 1, 1944, the farm paper 
advertising of the Southern Railway 
System will be handled by Newell- 
Emmett Company, New York, it was 
announced here yesterday by Hol- 
combe Parkes, assistant to the pres- 
ident, in charge of the railroad’s 
advertising and public relations. He 
added that the Southern’s newspa- 
per and magazine campaigns will 
continue to be handled by Newell- 
Emmett. 

Plans for the railroad’s three 
campaigns are now being developed 
by the agency. Substantially th 
same space and the same list o! 
publications probably will be 
as in 1943. The railway’s advertis- 
ing is now appearing in 405 
and weekly newspapers pub! 
on its lines in 14 states and the 
District of Columbia; in a lis’ o! 


1944 


national magazines, and in 12 -ec- 
tional and state farm papers. 

All advertising copy in 1944 wil! 
continue to be signed by Erne:' E 
Norris, president of Southern, wh 
takes an active part in formul 
policies 


the railroad’s advertising 
and developing copy themes. 


ling Women While 
They’re Young 
| Published by GIRL SCOUTS 
155 E. 44th Sc., New York 


: Member of 
| THE YOUTH GROUP 


200,000 ABC! 
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INVASION FROM MARS 


Fantastic? Not at all! Only five years ago, 


thousands of people believed it, as they fled forthe ~~  ™® 
“ 4 


ta Pol tee 
om a 


mountains with wet cloths wrapped over their faces! 
What better illustration could there be of 
the importance of an accurate understanding of what is 
going on in the world? In the light of today’s turmoil 
the need is perhaps more striking now than ever before. 
That is why Newsweek brings its readers: Impartial, 
objective news facts, including news direct from the 
fighting fronts by Newsweek’s own correspondents... 
news significance paragraphs, analyzing the meaning of the 
news...signed opinions by recognized authorities like 
Moley, Robey, Masefield, Malone, Lindley, Pratt... 


and studied predictions of the future, through The 


Periscope and Postwar Horizons. 


That Newsweek meets today’s news needs successfully is 
demonstrated by these figures: In five short years, Newsweek 
circulation has gone up 74%. And its advertising revenue has increased, 
among general magazines, from twenty-second to fifth place! 


A WELL-INFORMED PUBLIC IS AMERICA’S GREATEST SECURITY 
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16 
Malone Joins GC&N 


John Malone Jr., for the past 14 
years with J. Walter Thompson 
Company, New York, as head of the 
international department and an ac- 
count executive, has joined Geyer, 
Cornell & Newell, New York, as an 
account executive. 


Two Name Anfenger 


Johansen Bros. Shoe Company 
and Shapleigh Hardware Company, 
both of St. Louis, have named 
Anfenger Advertising Agency, St. 
Louis, to handle their accounts. 


BOOKLET MAILED TO | 
EXECUTIVES ON REQUEST 


bin e 
GHIGAN = CHICAGO + WHITEHALL 7819 


Newspapers Join 
Drive fo Collect 
Waste Paper 


E. S. Friendly Named 
Head of ANPA 
Salvage Committee 


New York, Nov. 10.—The news- 
papers of the nation this week threw 
their united strength behind the 
waste paper salvage drive, agreeing 
to cooperate in formulating and ex- 
ecuting a plan which undoubtedly 
will prove an important factor in 
easing the country’s paper crisis. 

The decision was announced by 
President Linwood I. Noyes, pub- 
lisher of the Globe, Ironwood, Mich., 
and president of the American 
Newspaper Publishers Association, 
following receipt of a telegram from 


for help in relieving this war ma- 
terial shortage. 

Mr. Noyes immediately announced 
'the appointment of Edwin S. 
pong 4 general manager of the 
New York Sun, as chairman of a 
newspaper committee in charge of 
the waste paper campaign. Mr. 
Friendly has accepted the appoint- 
ment and will announce soon the 
members of his committee. Within 
a short time he will send an outline 
of the program for gathering waste 
paper, pointing out that first the col- 
lection facilities in every city and 
community must be perfected so as 
to handle the movement of waste 
paper promptly when it is supplied 
by the public. 

Cites Previous Successes 


The text of the telegram from 
Donald M. Nelson to President 
Noyes follows: 

“For the third time since Pearl 
Harbor I am calling upon the news- 
papers of America to help the War 
Production Board overcome a raw 
material shortage which threatens 
to slow down our war production 


Chairman Donald M. Nelson of the|and the delivery of equipment and 
WPB, calling upon the newspapers | 


supplies to our fighting forces over- 
seas, as well as cartons and contain- 
ers for essential civilian supplies. 
American newspapers responded 
patriotically to my appeal for their 
support in obtaining scrap metal 
with their tremendously successful 
Newspapers’ United Scrap Metal 
drive. They are now engaged in a 
successful campaign to _ increase 
pulpwood production through their 
1.200 local newspaper pulpwood 
committees. 

“T now ask their backing to over- 
come a shortage in waste paper, the 
war material from which many im- 
plements of war are made. A number 
of plants are shut down or curtailed 
for lack of waste paper. Mil- 
lions of paperboard containers car- 
rying food, ammunition and equip- 
ment are being shipped overseas 
weekly to American and Allied 
forces. Waste paper is one of the 
chief raw materials from which 
these containers are made. It also 
is used in the manufacture of bomb 
bands, shell protectors and contain- 
ers, airplane signals, parachute 
flares, ammunition chests and a 
great many other weapons of war. 


WHATEVe 
R THE Siz 
E OF 
THE HOOKup MUTUAL DEL 
IVERS THE 
GOODs 


in a word, the se 04 is bigger! It’s impossible to be more specific. 


The size of a Mutual hookup depends first, of course, on the client’s 


marketing area—Mut 


| being the network most flexibly adaptable 


to an advertiser's current\needs. It also depends on the calendar— 


Mutual clients having a pe 


hookups, month after month akd year after year. 


istent habit of adding stations to their 


As of this writing, here’s the scoreboard for a few Mutual clients: 


Barbasol 


4 


Kellogg 
General Cigar 
Gillette 


Pharmaco 


le «2% TE, a As 


ree stot of additional, non-Mutual stations, including 50 in Canada. 
S Sar : api eet en Oe 


HOOKUP 
Gabriel Heatter 14 
Superman 39 
Raymond Clapper 3 
World Series 119 
Double or Nothing 109 


ns ee 


\ 
he ADVERTISER ee PROGRAM 


nooKuP 


200 


a, 2 
eee 


* Even the largest network in the world couldn't accommodate this client's needs, so we lined up 
oe S oa 


Advertising Age, November 15, 94; 
“Our need today for waste p pe, 

is greater than ever because 0: the 

shortage of pulpwood for m: 


paper. Conversely the total an 
available for salvage is less be: 
of the greatly increased qua: 
in the form of packages and ok. 
ing which is going overseas, m: 
which cannot be returned. W: : 
now collecting at the rate o: 
proximately 6,000,000 tons of 
paper annually out of a pot 
salvage tonnage of about 15,00: 

“If we can boost collections 
annual 8,000,000 ton rate there wi) 
be no shortage. Every hous 
and industrial plant is a sour 
old newspapers, magazines, } ape, 
bags, cartons and other forms 4; 
waste paper. 

“The great free press of our 
try can perform a patriotic se:yj 
and avert this crisis by encoursg 
and stimulating the salvaging « 
raw material now being destro) 
With the newspapers behind 
campaign we can assure a sic: 
flow of waste paper into the paper. 
board mills and consequently 
production of enough container 
other implements of war to 
the vital needs of our armed fore 
This is a challenge to the news 
pers of America which I am « 
dent they will accept.” 


WAR COUNCIL BOOK TO 
AID PAPER SALVAGE DRIVE 


New York, Nov. 9. — “Help 
Wanted to Save 1,000,000 Tons of 
Paper” will be the title of a cam- 
paign plan book to be issued by the 
War Advertising Council this month 
inviting participation of advertisers, 
agencies, media and others in a pa- 


per-conservation program of the 
War Production Board and _ the 
Council. “Paper Packs a War 


Punch” will be the theme. 

The program will urge the public 
to “avoid useless wrapping, accept 
simpler packing, share the printed 
word, make every piece stretch and 
save waste paper.” Arthur Kudner, 
Inc., is volunteer agency, and Cur- 
tis Publishing Company is paying 
the costs of the plan book. Douglas 
Meldrum is campaign manager. 


‘Herald Tribune’ 
to Conduct 
Postwar Studies 


New York, Nov. 10.—Acting on 
the belief that the postwar era will 
result in many changes in newspa- 
per advertising and publishing prac- 
tices, William Robinson, advertising 
director of the New York Herald 
Tribune, has created a new research 
position in the advertising depart- 
ment with the responsibility of 
making exploratory studies in ad- 
vertising, readership, and other 
publishing problems. The work, 
starting Nov. 15, will be under the 
direction of Eric A. Tomsett, 
the past 18 months on the New York 
advertising staff of ADVERTISING 
AGE, and prior to that vice-presi- 
dent and general manager of C. £ 
Hooper, Inc., New York marketing 
and research organization. 

“We have a number of defin te 
studies in mind, but the progr:m 
will naturally take some time 
crystallize,” Mr. Robinson 
when asked for details of the 1 
department. 

The Herald Tribune is one of ° 
first newspapers to set up suc! 
department. 


“Best known city of its size in t 
world”—Battle Creek's population 
67.776 (Ration Book Count) is cor 
posed of solid U. S. citizens norma’ 


engaged in the food and meta 
working industries. 


THE BATTLE CREEK 
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3 Oh, What A BASIC Difference 
3 | Nisght=lime Makes! 


oth H ERE are two realistic pictures... . 


One a trolley load of work-bound 


citizens struggling to read their 
morning papers... . Quite a stunt, 
what with all the jerk, jostle, dis- 


traction and optical strain. ... And 


this trouble goes double in these 
frantic war days when the tng 


and busses and “La 


eek. etthe 
fond : 7 ; 


he These. Bre 


gon truly readin... The haye their | 
tre “1 oh . Y ns ; — ) 
pr C- a - 2 ; 
= evening 7? at home.... 
YS ihiey are\physically comfortable. 
york ey are in the reading mood. 
= Thus they enjoy their evening 
Cc. E - 
paper leisurely and read more 
finite 
: thoroughly. . . . That's why adver- 
; tisers all over the nation rate The 
4 Chicago Daily News—with its MIL- 
vt LION READER-FRIENDS — as Chi- 
A i :; 
et cago's BASIC advertising medium. 

' 
“y FOR $7 YEARS CHICAGO’S HOME NEWSPAPER 
cor ITS PLACE IN THE HOME IS ONE OF 
mai! RESPECT AND TRUST 
eta. 

DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaza 

vs| DETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building 
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now on WEAF... 


with her distinguished program for women 


Monday through Saturday, 9:30-9:45 A. M. 


Ber RE that happened, you could 
admire Hawley’s show from a dis- 
tance, and that’s all. But now, for 
an interval, you can buy it! 

Her success with New York women 
—plainly shown in product sales— 
kept her program a sell-out. Today, 
several Adelaide Hawley participa- 
tions are available. Tomorrow, the 
ranks will close again—the tremen- 
dous interest in her programonWEAF 
and her past performances tell you so. 

Study the woman. Listen to her 
show. It’s full of life and intelligence 
and contrast. A warm and human 
part of her programs are interviews 
with neighbors carefully chosen from 
the listening audience. And celebrity 
vuests give the show flair and glitter. 
But the imparting of information 
and news useful to the housewife is 
the plan of it all. Whatever the day’s 
subject, it leads Adelaide Hawley — 


or rather, she leads it—to completely 


natural talk about the sponsors’ 
products. 

More than incidently, she is also the 
leading newsreel fashion editor; seen 
and heard each week in the MGM 
News, not only by countless WEAF 
listeners, but also by millions of her 
followers throughout the nation. 

Adelaide Hawley’s urbane selling 
skill is yours to tap the rich New York 


market—but you'd better act fast! 


Phone or write NBC SPOT SALES 
Radio City, New York 20, N. Y. 


— 


a aii 
NBC's KEY STATION 


Weat 


NEW YORK - 50,000 WATTS 


C60 on the dial 
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OWl Issues Guide — 
fo Aid Dailieson 
Government Drives 


Washington, D. C., Nov. 9.—A 
new method of helping large and 
small newspapers throughout the 
country to participate in sponsored 
war information advertising cam- 
paigns was announced by OWI this 
week with the publication of a spe- 
cial monthly campaign guide for 
use of editors and business man- 
agers. 

The booklet, containing 10 pages, 
lists 27 current government infor- 
mation campaigns, and gives the 
local editor a calendar of war ad- 
vertising programs with an indica- 
tion of their relative importance. 

The guide was prepared and pub- 
lished by OWI at the request of the 
War Advertising Council. It is de- 
signed to enable newspapers to 
know what campaigns are most 
urgent, how to coordinate and time 
the local effort, and where to get 
facts and materials for local adver- 
tising. 

The service will in no way inter- 
fere with commitments publishers 
have previously made with govern- 
ment programs, Palmer Hoyt, direc- 
tor of the OWI domestic branch 
said, nor will it replace arrange- 
ments which newspapers may have 
made for community plans of war 
advertising. 


Features Monthly “Special” 


Each month, the guide explains, 
OWI will select one particular cam- 
paign as the campaign of the month, 
for which papers may order mats 
for local copy sponsorship. 

Sponsorship of these war adver- 
tisements, OWI said, need not inter- 
fere with the mewspaper’s space 
problems, since advertisers may be 
induced to turn over space already 
under contract. One of the pur- 
poses of this new tie-in between 
OWI and the newspapers, Mr. 
Hoyt said, is to relieve the diffi- 
culties some publishers have had in 
handling a number of requests for 
war advertising cooperation. 


THERE'S NOT 
ANOTHER 
LIKE IT! 


* The per family pur- 


chasing power in 
Southern New England is 
greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. 
Reach these extra buy- 
ing dollars through WTIC 
—Southern New England's 


foremost selling medium. 


New York, Boston, Chicago, Detroit, Son 
Francisco and Hollywood 


In addition to the program of the 
month, the war program schedule 
will keep papers informed of mate- 
rials available for other campaigns. 
Some communities, it was pointed 
out, have particular problems not 
treated on a national scale, which 
can be attacked through material 
OWI has prepared. 


Offers Additional Help 


In the list of current campaigns, 
OWI reports the various agencies 
that are participating and suggests 
that the paper write to the Office of 
Program Coordination in Washing- 
ton for additional materials. 

Programs listed in the current 
edition are: economic stabilization; 
nutrition; National War Fund; win- 
terize; home front pledge; seven- 
point conservation program; man- 
power; tin can salvage; ration book 
4; U. S. cadet nurse corps; farm 


production goals; food fights for 
freedom; fight waste; don’t travel; 
food conservation; security of war 
information; war bonds; car shar- 
ing; fats salvage; anti-sabotage; 
labor production; recruitment; fuel 
oil (local); war housing (local); 
absenteeism (local); order coal now 
(local); womanpower (local). 


Perfect Circle Names 


Thomas Sales Head 


Robert M. Thomas, vice-president 
and secretary of the Perfect Circle 
Company Ltd., Canada, has been 
appointed sales manager of the U. S. 


company’s automotive equipment 
division. 
Charles E. McTavish, formerly 


with General Motors Corporation in 
Oshawa, Canada, succeeds Mr. 
Thomas as general manager and 
secretary of the Canadian company. 


Luxury Buying 
‘Astronomical,’ 
Vinson States 


New York, Nov. 10.—‘Astronom- 
ical” sums are being spent by 
Americans this year for jewelry, 
furs, fine clothes and other luxuries, 
Economic Stabilizer Fred M. Vin- 
son declared late last week speaking 
at the 32nd annual meeting of the 
Investment Bankers’ Association 
here. 

He declared that women spent in 
department stores 104% more for 
furs in July, 1943, than in July, 
1942. They likewise spent in the 
same month 65% more for coats 
and suits, 37% more for dresses, 


30% more for blouses, skirts and 


Advertising Age, November 15, 


sportswear, 31% more for ur 
wear, slips and negligees, 24% 
for corsets and brassieres, and 
more for gloves. 

As compared with the averag 
the typical prewar years 1936- 
Judge Vinson said, expenditur: 
clothing stores have increased | 
at eating and drinking places | 
and in jewelry stores 218%. 

These statements were mad 
confirmation of Judge Vinson’: 
pressed belief that higher tax: 
combination with increased per: 
war bond purchases afford the 
safe fiscal road the U. S. can t) 
in these times. He said thai 


himself he was “thoroughly of 


opinion” that we had best stic 
the tried principle of taxation | 


upon ability to pay, and that an ; 
come tax was decidedly prefer. | 


to a sales tax. 
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Private Lines 


ficial estimates of the Treasury 
partment on sponsored advertis- 
>» in weekly newspapers during 
. 8rd War Loan indicate that it 
t as hard to sell war bond adver- 
ing as some editors implied in 
timony on the Bankhead bill for 
d government advertising. Of 
976,376 lines of war bond adver- 
ng in weeklies during the drive, 

Treasury found that 87% were 
dads. At an estimated 40 cents 

column inch, that means the 
‘kly papers received $1,682,931.20 
.dvertising revenue for war bond 
_while donating $259,250.40 in 
ce. 


As a result of a heavy fall potato 
crop, consumers are now urged to) 
“hoard” potatoes. The Maine De-| 
velopment Commission, through 
Brooke, Smith, French & Dorrance, | 
Detroit, has prepared special copy | 
on home storage of potatoes to run 
until Christmas time in 193 daily 
newspapers in 115 cities in 24 states. 
Under way are 100 to 125 radio 
spots which will run on 31 stations 
for three months. 

* F 


The Bell Telephone System esti- 
mates that it has saved 22,000 tons 
of paper through changes in tele- 


phone directories. These changes 


include use of smaller type, and a| 


four-column page instead of three-|S. Paley complained that oe | 
corrupts the holder of power,” Sen. 


column page in large cities. 
* * * 


| Wheeler added, “Whether the holder | 


Aluminum is now piling up at a| be a government agency or a pri- 


rate of 100,000 pounds a quarter, 
but WPB will not release much for 
civilian use. The reason is man- 
power. No materials will be released 
for civilian production if it will 
mean diversion of manpower from 
war work. 
* a 

Observers now feel that the 
White-Wheeler bill, if reported by 
the committee, will be so undesir- 
able from the broadcaster point of 
view that the industry will move 
to recommit it. Both Sen. White 
and Sen. Wheeler are cold to com- 
plaints of great power accorded the 
FCC by the Supreme Court decision, 
and express an intent of writing 


vate corporation.” 


Hines, Erath Join K&E 


John H. Hines Jr., formerly radio | 
director of Newell-Emmett Com-| 
pany, New 
lradio staff of Kenyon & Eckhardt. 


joined the 


Robert Erath has joined the agency 
as space buyer in charge of news- 


papers. 


Harris Names Holford 


A. S. Holford has been appointed 
chemical sales manager of Harris- 


Seybold - Potter 
‘land. 


Cleve- 
He will serve under Harry 


the network monopoly rules into| Porter, vice-president in charge of 


law. When CBS President William 


sales, 


cor 
c\ NI ost 


yanatt 


mee ae 
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JUST ONE OF THE © 
HOME-TOWN Boys 


Minnesota farmers and townsfolk 
look to their home-town newspapers 
for the intimate, vital news of friends 
and relations, of local events, and 
world activities, 


These are the newspapers that are 
read from cover to cover and back 
again, that play a tremendously im- 
portant part in shaping public opinion 
and forming the ultimate destinies 
of America. (Surveys show that coun- 
try newspapers have the highest read - 
ership of printed advertising.) 


By advertising regularly in 344 of 
these local papers throughout the 
state, KSTP is maintaining local 
contact with its host of rural friends, 
thus adding greatly to the plus-valve 
you get when you sell via this power- 
ful, popular station. 


This local promotion is just one 
reason for KSTP popularity with the 
Minnesota farmers. Here are other 
features of our continuous audience- 
building promotion: 


Big ads in The Farmer (Minne- 
sota farm circulation 147,000) 


2. Full-page ads in Land O'Lakes 
News, reaching 65,000 Min- 
nesota farmers 


3, Personal appearances of 
KSTP’s Barn Dance Group 
in Minnesota towns 


4. “On the Minnesota Farm 

Front” (column by Harry 
Aspleaf, KSTP’s Farm Service 
Director) carried weekly by 
81 country papers 


45 “Around Radio Row” (radio 

* news-and-gossip column) 

published weekly by 70 
country newspapers 


Today KSTP is not only a “local 


station” in the rich Twin City market 


| but also in almost every small town 


and rural village in prosperous Min- 


_nesota. Everywhere, KSTPete is 


rapidly becoming just one of the 
home-town boys! 


50,000 WATTS 


Clear Channel 


Exclusive NBC Affiliate for the 
Twin Cities 


Represented nationally by 
Edward Petry and Company 
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Goebel Launches New 
Winter Radio Show 


Supplementing national magazine, 
newspaper and outdoor advertising, 
Goebel Brewing Company, Detroit, 
launched a new weekly radio show, 
“Goebel Hour,” on Nov. 4. 

The radio show, supervised by 
Brooke, Smith, French & Dorrance, 
will be heard Thursday nights at 
7:30 over WXYZ and the Michigan 
Radio Network. 


“He says he’s a WFDF Flint lis- 
tener—but this don’t look like 
Michigan to me.” 


New Fats Salvage 
Drive fo Get 


Heaviest Promotion 


Every Daily in 
Country to Carry 
12-Month Campaign 


New York, Nov. 10.—The nation- 
wide fats salvage drive will be given 
an impressive shot in the arm when, 
beginning the week of Nov. 15 and 
running through the week of Oct. 
23, 1944, fats salvage advertising 
will appear in every English lan- 
guage newspaper published in the 
United States. Schedules ranging 
from 13,600 lines to 3,000 lines will 
appear on a continuing and regular 
basis for the entire period of the 
campaign. The total cost will be 
around $1,500,000. 

Believed to be the largest daily 
newspaper list ever used for a sus- 
tained campaign, the expenditure 
for space is expected to exceed all 
past appropriations. Insertions rang- 
ing in size from 400 to*200 lines will 
appear at least twice monthly in 
every paper. Three hundred mil- 
lion pounds of used household fats 


are needed to provide glycerin and 
other products and by-products for 
war and civilian use during the 
next 12 months, the American Fat 
Salvage Committee declared, adding 
that with the Army and Navy ex- 
pected to yield 70 million pounds, 
the campaign will call on the na- 
tion’s householders to supply the 
other 230,000,600 pounds. 


Advertisers Cooperate 


In addition to the paid advertis- 
ing, various soap companies and 
other advertisers are expected to 
contribute more than a million dol- 
lars’ worth of radio time and talent 
during the coming year to promote 
fats salvage. 

As in the past, periodical distribu- 
tion of point-of-sale display material 
will be made available to the coun- 
try’s 250,000 retail meat dealers. 

Recognizing the problems with 
which newspapers are faced, morn- 
ing newspapers have been given six- 
day options and evening newspapers 
five-day options on insertion dates. 
Where newspapers are unable to 
carry the advertising during any 
specified week, a request will be 
made to switch to another week. 
In return, the committee is asking 
publishers to give the best available 
position to the advertisements, pre- 
ferably page two or three, or the 
women’s page. 

An interesting sidelight to the 
drive was furnished by Roy W. Peet, 
Colgate - Palmolive - Peet, chairman 
of the Fat Salvage Committee, who 


42 nd & Broadway? 
Guess Agal n! 


VER try to shop in the average lowa 

town? If you haven't, then you've 
got a new and upsetting experience be- 
fore you. 


Main Street looks like 42nd & Broad- 
way when the theatre crowds are letting 
out. You'll find eager buyers fighting 
their way into spick-and-span stores 
after winning the battle of finding a 
parking space—five blocks east of the 
main drag. 


Where do they get their money? From 
the rich black earth of lowa’s farm lands 
and from prosperous industries whose 
operation is not dependent on war con- 
tracts. But they spend it in Urban lowa 

. spend it in a steady flow of trade 
which enriches retailers, wholesalers 
and manufacturers. Spend it in towns 
and cities where 7 
covered by the Register & Tribune. 


out of 10 families are 


lowa,R & T Iowa, is one of America’s 
top 20 markets today. . 
to be the steadiest market on the map 
throughout the storms of war and the 
gales of peace. Wise sales managers 
are fencing off a piece of this fabulous 
market now—to have and to hold in 
postwar days. 


. it is likeliest 


Any media list without R & T 
lowe on it is short one of 
your 20 best urban markets. 


= 


R ob IOWA _ 


A STATE Wie TURBAN 4 . 
BY A STATE-READ PAPER eee i el 


+ COVERED 
ES MOINES 


‘& Ertbune 
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CULTIVATE (10WA TODAY... 


FOR CULTIVATING 10WA ALWAYS PAYS 


revealed that an arrangement had 
been made whereby the Railway 
Express Agency will establish a na- 
tionwide pickup service through its 
23,000 agents so that meat dealers in 
rural and small town areas who have 
been reluctant to accept fat savings 
from householders because of lack 
of storage space, will be assured that 
fat will be collected promptly. 


Will Boost Total 


Mr. Peet said that the express 
company’s cooperation in picking up 
the used fat will boost collection to- 
tals considerably. He said that small 
towns and rural areas which have 
not been reached by _ renderers’ 
trucks are the potential source of 
hundreds of thousands of pounds 
of valuable glycerin. 

Recent studies by the Fat Salvage 
Committee show that 96% of U. S. 
women know the government wants 
them to save and turn in their used 
cooking fats but that oniy 25% have 
turned in any to their butcher at 
any time since the campaign started. 
Allowing for back-sliders, this 
means that the entire’ present 
monthly yield is obtained from no 
more than one-third of the nation’s 
housewives, the committee says. 

The financial backer of the cam- 
paign is the Fat Salvage Committee, 
with representatives from Colgate- 
Palmolive-Peet, Lever Brothers, Na- 
tional Renderers Association, Proc- 
ter & Gamble, Soap Association, and 
Emery Industries. 

Kenyon & Eckhardt handles the 
advertising. 


WBNX Names Post 


Carl Post, formerly with the pub- 
licity organization of Davis-Lieber, 
New York, which recently sus- 
pended operations for the duration, 
has formed his own company, Carl 
Post Associates, which has been 
named to handle publicity and ad- 
vertising for Station WBNX, New 
York, and is also publicizing the 


|current waste paper drive for the 


WPB. 


Clarke Named V. P. 


Lynn B. Clarke has been ap- 
pointed vice-president in charge of 
the New York office of Caples Com- 


|pany, Chicago agency. Mr. Clarke 


previously held executive posts with 
Batten, Barton, Durstine & Osborn, 
Kenyon & Eckhardt and Donahue & 
Coe. 


Advertising Age, November 15 


SPURS SALVAGE 


943 


put your 
WASTE PAPE? 


on the Curb... 
BEFORE 8 A.W 
tomorrow... 
Armistice Day 


Ghicago jo pick up your wase 
gett inw the war effart through Chicag 
Scrap Bank 
w 


aste paper must be ready and on the curt 
worn 


partly idle due to 


Pree Rowd 
Stare e7e7 


CONTAINER corporation oF AMERICA 


WEST WASHINGTON STREET 


Augmenting the industry's own waste 
paper campaign, Container Corp., Chi- 
cago, last week used page and half-page 
advertisements in all dailies to make a 
success of an Armistice Day paper pickup 
by 700 city trucks. Proceeds go to the 
city's Servicemen's Center. Container 
approved direct advertising because it 
uses approximately a third of the waste 
paper collected in the Chicago market 
where the supply has fallen short. N. W. 
Ayer & Son is the agency. 


— 


Safeway Buys Meat Plant 


Safeway Stores Inc., Oakland, 
Cal., has purchased the meat pack- 
ing plant of C. Swanston & Son, 
North Sacramento, one of the larg- 
est in northern California. 


Camera Guild, Inc 


Consistently — and by wide margins — Worcester, 
Massachusetts hurdles the U. S. averages in a dozen 
major indices of buying power. For instance: 


Worcester’s Effective Buying Income Per Family 
($4,031) goes over the U. S. average by 40.30 


per cent. 


Worcester’s Retail Sales 


Per Family ($2,246) top 


the U. S. average by 58.05 per cent. 


Worcester’s Food Sales 


Per Family ($607) are 


especially impressive—topping the U. S. average 


by 77.40 per cent. 


Figures (for year 1942 


prepared and copyrighted by Sales Management. 


POPULATION: CITY ZONE 235,125. City and Retail Tradin« 
Zones 440,770. The Telegram-Gazette’s blanket coverag* 


will help put YOUR product “over” 


in this great market - 


the heart of industrial New England. 


We Tincastemecaenenris 


WORCESTER, MASSACHUSETTS 


GEORGE F BooTH Pub&isher- 


PAU BLOCK and ASSOCIATES, NATIONAL REPR 


+ ~ OWNERS ok RADIO STATION 
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A wealth of useful new 
data for your media files... 


Repo: No. 2 


|: you are confronted with problems having 
to do with magazine readership, you’ll find a 
great deal of helpful new data in Report No. 2 
of Elmo Roper’s Continuing Study of Women’s 
Magazine Audiences. 

The findings in this study are reported in such 
a way that they can be used parallel with 
Life’s Continuing Study . . . and afford com- 
parable data on eight national magazines, with 
a primary circulation alone of some 25 million. 


Intensive readership measured 


In addition, intensive readership of the four 


Continuing Study of 
Womeris Magazine Audiences 


Conducted by 
ELMO ROPER 


+ GOOD HOUSEKEEPING MAGAZINE - 


SJDNZIGNY INIZVYOYW S.NINOM 


t ‘ON 440418 ONIETIEISNON GOOD 


women’s magazines—McCall’s, Woman’s Home 
Companion, Ladies’ Home Journal, and Good 
Housekeeping—is reported on a ten-item basis. 

These figures provide an interesting com- 
parison when studied with the findings on one- 
item readership. 


Have you received your copy? 


Your media files aren’t up-to-date without a 
copy of this latest Roper report. 


If you haven’t received one, we shall be 
glad to mail you a copy immediately. Just drop 
us a penny postcard. 


Good Housekeeping 


57 Street and 8th Avenue, New York City. 
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Gypsum Answers Editor 


To the Editor: I am enclosing a 
page from the November issue of 
Practical Builder which you may 
wish to reproduce. It is one of 
those curious coincidences where 
the column at the left is asking the 
question “What’s on the Builder’s 
Mind?” and the National Gypsum 
Company ad reads “Brother This Is 
the Answer.” It has been called to 
our attention by a number of our 
readers. 

Marie G. LACH, 

Assistant to General Manager, 

Industrial Publications, Inc., 

Chicago. 


Gives APA View 
on Space Rationing 


To the Editor: The Agricultural 
Publishers Association is right now 
engaged in gathering the opinions 
of its member publishers on the 
question of rationing advertising 
space. These may result in a gen- 
eralized code for the industry, but 
I am not optimistic that it will re- 
sult in any specific set of rules. 

In the matter of limitations on 
space, no two publishers have the 
same problems; due not only to 
different page sizes, but also to the 
fact that one publisher might be 
oversold by only 10%, while a sec- 
ond publisher might be oversold by 
35%, and a third might have space 
available within his paper quota. 

The matter of the “essentiality” of 
the advertising seems to be a point 
with some advertising agents. While 
I believe that nearly all farm paper 
publishers are agreed on the prob- 
lem of protecting those advertisers 
germane to agriculture, I must point 
out that the decision lies entirely 
with the individual publisher. Many 
publishers are already making their 
postwar plans, and it is quite con- 
ceivable that some may rate as 
essential to their type of publica- 
tion some classes of advertising not 
heretofore considered as _ strictly 
farm products. Again, a product 
which might be highly essential in 
one territory, becomes of marginal 
essentiality in another territory. 

So paraphrasing an old tax axiom, 
I'll say: “Whoe’er expects a just and 
fair rationing law to see; expects 
that which never was, is not, and 
never shall be.” 

CHARLES E. SWEET, 


President, Agricultural Publish- | 
ers Association. 
v vv’ sF 


Seeks Recoup-eration 


To the Editor: Way back in July, | 
1941—before U. S. entered the con- 
fusion—I read some charts showing 


that none of the big wars (1812,)| 
Civil War, World War I) lasted 
more than four years. I figured! 


|men out of the 


rn RECALL 

FON ORD WAR T WOULD BE OMER THUS FLL 
ORECISELY @E SET THE ED & OCTOBER 
5 PANTS -LOSING DRY, YOUR ORY mw CLOWER 


Wen vee ta ~ Te wre's STL on 

DO NOT THUR MV PANTS ARE GONE 
AL WERR Two Paie-( TO PUT fT BLUNT, 
THEN AT LEAST | CAN OPEN @ SECOND FRONT!) 


WAY | SUGGEST YOu PUT YOUR wanNNG 
WAR STAMPS. TO SPEED THE FIWAL INNING 


he sw 


that this one had less chance 
(mechanized, and world resources 
couldn’t feed a mechanized war that 
long). I added a few months, like 
a conservative ad man, and made 
my bets: “Hostilities with Germany 
to cease on or before end of Oc- 
tober, 1943."" Well, the charts were 
a little misleading—history didn’t 
repeat itself—and we and the enemy 
found hidden resources. I am now 
in search of a “secret weapon” to 
recoup my losses 
FreD W. REA, 
Manager, Advertising and Sales 
Promotion Departments, The 
Paraffine Companies, San Fran- 
cisco 
. 


. v 
Delicatessens Favor 
Expanded Service 

To the Edito1 nclosed 
find page proofs of 


article 


|of pulp and paper but if they did 


| better-paying war work. Also, the| 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


GIVES THE DOPE 


U. S. Gypsum was quick as @ flash with 
its answer to the editorial question on 
this Practical Builder page. 


116 lbs. and saves 4 lbs. of pulp or 
|20%. A ream of text paper re- 
duced from Sub. 80 to Sub. 60 saves 
/20 lbs. of pulp or 25%. Multiply 
|} the saving per ream by the total 
|/number of reams manufactured and 
| you have a sizable saving in pulp. 

Also, mills can conserve pulp by 
using substitutes such as waste 
paper, filler, etc. Of course, the use 
of these substitutes may affect the 
quality of the paper produced. In 
fact, the mere reduction of weight 
in papers is apt to change the char- 
acter and quality of paper. Yet the 
problem today is—not the quality 
of the paper—but getting enough 
paper to carry on essential activi- 
ties. 

This background about pulp 
establishes the fact that L-120 is not 
a “penalty” or a “bureaucratic rul- 
ing,” as some people seem to think. 
Actually it is a bona fide effort to 
save scarce pulp. Accordingly, L-120 
is definitely in the interests of all 
printers and paper users and so 
should receive widespread support 
and cooperation. 


Cy Norton, 
Manager of Sales Promotion, 
Strathmore Paper Company, 
West Springfield, Mass. 


Delicatessen Grocer shows that deli- 
catessens unanimously favor the 
idea of expanding service to cus-| 
tomers. In this respect, they ap- | 


pear unique among food retailer 
groups. 

Of course, there is much to be 
said in favor of either type of op- 
eration. So far as the delicatessens 
are concerned, we feel that their 
position is one worthy of com- 
mendation for (1) it will inevitably 
create many additional jobs at a 
time when they will be urgently 
needed and (2) it will help elevate 
the American standard of living. 

Davip CANTOR, 


Editor, National Delicatessen 
Grocer, New York. 
~~ w@ F 


Asks Paper Users’ 


Support of L-120 


To the Editor: There’s a lot of 
talk today about “the paper short- 
age”’—but very little talk about 
what to do about it. The situation 
in pulp really is serious and that 
reflects itself in the paper situation. 

We have been told that very few 
people understand the background 


understand it, they might 
willingly cooperate with L-120. 
Early in the war, pulp was plenti- 
ful because full forces of men were 
in the forests chopping down trees 
to make pulp. Also pulp mills had 
large inventories. But today the 
draft has taken large numbers of 
forests and other | 
left to go into} 


more 


woodcutters have 
large inventories of pulp have been 
practically exhausted, until now it 
is said that the present supply of 


| 


Sponsors Exhibit of 
New Furniture Ideas 


To the Editor: I think you will 
be intrigued with the attached “re- 
lease” and accompanying folder 
which is the invitation being sent to 
designers, decorators, leading stores, 
schools of decoration, movie set de- 
signers, editors, illustrators, etc. 

Of particular interest is this fact: 
Grand Rapids Industries is inviting 
such special industrial interests as 
glass, aluminum, steel, plastics, rub- 
ber, fabrics, etc., to tell their own 
individual, selfish “‘sales stories” to 
the home furnishing industries by 
participation in this exhibit of fur- 
niture ideas for postwar homes, to 
be held here next January. Awards 
of $1,000 in war bonds will be made. 

So it should be a “number one 
attraction” to all home furnishing 
trade interests—and to the millions 
who will see the Grand Rapids and 
supplementary coast-to-coast ex- 
hibits. 

OLIVER A. WALLACE, 

Director Public Relations, 

Grand Rapids Industries, Inc., 

Grand Rapids, Mich. 


. .\ . 

Joins ‘Equipment News’ 

C. H. Ralph, formerly with Walsh 
Advertising Company, Toronto, has 
joined the advertising sales staff of 
Canadian Engineering Publications 
and will work in Toronto on Engi- 
neering Catalogue and New Equip- 
ment News. 


Advertising Age, November 15 
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Berner Named Aide 
to Clapp President 

Frederic G. Berner, formerly >} 
of the coffee rationing bran 4 , 
OPA, has been named assist: t 
H. W. Roden, president of F iro) 
H. Clapp, Inc., manufactur of 
baby foods, succeeding Jack ox 
who resigned to join Arthur ug. 
ner, Inc. 

Mr. Berner has been wit th, 
food rationing division of OPA ;jnp, 
May, 1942. For six years prev jus) 
he was with the A. C. Nielsen ‘oy. 
pany, doing market research the 
food and drug fields. He ser\q , 
territorial field manager and cli. 
ent service executive in the Ne, 
York office. 

Curtis Publications 
Speed Radio Releases 

Radio broadcasts of materia! froy 
Curtis magazines— The Saturdg 
Evening Post, Ladies’ Home Journ 
and Country Gentleman—have beep 
hastened under a new arrangemen 
through which the editors can re- 
lease radio rights on fiction and 
non-fiction to an author mor 
promptly than heretofore. 

Non-fiction in the Post and Coun- 
try Gentleman can now, generally. 
be released two days after publica- 
tion and fiction one week after- 
wards. Both fiction and non-fiction 
material in the Journal can be re. 


leased one month after publica 


tion 


Gl 


chemical wood pulp is less than 15 
days’ requirements, including pulp 
in transit! 

What has been happening is that 


|for many months, industry has been 


using pulp faster than it has been | 
produced and now industry is at! 
the bottom of the pulp barrel. 

To illustrate what has happened, 
here are the decreases just for the 
first six months of 1943 and not 
including previous decreases for 
1941 and 1942: 

Pulpwood supply—24%. 

Pulpwood inventory—32%. 

Wood pulp production—17% 

Wood pulp inventory—25%. 

A contributing factor to today’s 
shortage of pulp is, of course, the 
fact that during the war, the uses 
of pulp have considerably increased. 
Vast quantities are needed for ni- 
tration, lend-lease, rayon and allied 
industries. And for the conduct of 
the war, the government requires 
large tonnage of paper, container 
board, etc So the total demand 
for pulp and paper today exceeds 
the amount being produced, thereby 
creating a shortage. 


Today it is obvious that there is 
a vital need for everyone to con- 
serve pulp in every possible way 
How can this be done? One way is 
through cooperation with L-120, 
which is the simplification and 
standardization order issued by the 
WPB in order to help conserve 
pulp. One of the principal ways of 
iccomplishing this is through reduc- 
on in weight. For example, a 
eam of Sub. 20, 17x22, sulphite 
ond paper weighed 20 lbs. Now 
made in Sub. 16 the ream weighs 


gh 


.get nosey, bub 


— 


Farms of prize Berkshire Hog 


—and when you do, you'll find why KMBC is first in the hearts of Americ: 


It’s the old principle of giving the customers what they want, when they want it. Rural thousan 


49% of the population in the “Heart of America,” prefer KMBC because this is the one 


station with a program service tailor-made for their needs. Only KMBC maintains a farm department 


of two full-time farm experts. Only KMBC has a complete livestock farm, operated in behalf 


of its listeners. Only KMBC has the exclusive right to broadcast official market reports direct | ™ 


America’s largest livestock building. It’s like adding two and two together. The answer 


is obvious. 


population, authentic surveys are the evidence 
of proof that KMBC is first with 


most of the listeners — most of the time. 


SINCE 


As for that urban 51% of the 


1928 THE BASIC CBS STATION 


OF 


KANSAS CITY 
FREE & PETERS, INC. 


FOR MISSOURI AND KANS/S 
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NEW GRIT 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY 


A new page size 
.. «Beginning January 2nd issve 
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i a long jump from the era of 
Ruffles and Bustles to the self-reliant, 
ardently patriotic American girl of today. 
*** Small Town America—the kind of 
towns that GRIT has reached for more 
than six decades—has more than its pro- 
portionate share of these vigorous mod- 
erns—up and coming young men and 


i women, and prosperous, hard work- 
ing families. 


This is a busy age—an industrial age. 
Habits are changing. GRIT again mea- 
sures the trend accurately, anticipates the 
interests and desires of its more than half 
million circulation—and with the Janu- 
ary 2nd issue will publish in five-column 


tabloid size—geared from page to page 
for today’s readers. 


Dummy copies of the new GRIT are being 
mailed to agencies and advertisers. Watch 
for it—examine it. We believe that more 
than ever you'll agree that GRIT is a must 
on every well-rounded National schedule. 


* 
YOU CAN DO A MORE COMPLETE SELLING JOB WITH GRIT 
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GRIT PUBLISHING CO., WILLIAMSPORT 
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ISBORN, SCOLARO, MEEKER & CO.—New York an 
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JOHN BUDD COMPANY —Chicago, 
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Mutual Adds FM Station 


WBCA, Schenectady, has joined 
the Mutual network as a full-fledged 
affiliate of the chain, said to be the 
first FM station to become a mem- 
ber of any commercial network. 
Owned by Capitol Broadcasting 
Company, operating on a frequency 
of 44.7 ke with 1,000-watt power, 
the station covers an area of 700 
square miles. 


For Signs of 
the Future 


Predicts Radio Will 
Cut Deeply Into 
Postwar Business 


New England News 
Men Gather for 
Annual Meeting 


Boston, Nov. 10.—After the war 
radio will cut deeply into advertis- 
ing appropriations of newly created 
products and competition will be 


“tougher than ever,” A. G. Glavin, 


director, New England Newspapers 
Advertising Bureau, warned here 
this week at the annual meeting of 
the New England Newspaper Ad- 
vertising Executives Association. 

The power of visual presentation 
which radio previously could not 
counter with will no longer be the 
secret weapon of newspaper adver- 
tising men, he contended. Alluding 
to the “Living Newspaper” recently 
televised in a Schenectady, N. Y., 
laboratory test arranged by General 
Electric Company, Mr. Glavin 
pointed out although commercial 
development of television has made 
little progress in past years, tech- 
nical improvements have been tre- 
mendous. 

Skimming back to 1942, Mr. 
Glavin said, “At that time news- 
papers were faced with definite lin- 
age losses in many classifications. 


In December, 1942, it was apparent 
that there would be an increased 
use of newspaper institutional ad- 
vertising by national manufacturers. 
It was also evident that such na- 
tional schedules would not include 
a large number of New England 
newspapers.” 


Develop Case Histories 


To obtain more of this industrial 
advertising for New England, 
NENAB initiated a campaign to de- 
velop plant city advertising, he said. 
Acting on a suggestion by Francis 
Murphy, Hartford Times, the Bu- 
reau developed a series of case his- 
tories to be used by manufacturers, 
advertising agencies and member 
papers. 

The success of this effort to de- 
velop new business to offset losses 
of other classifications can be meas- 


STEEL 


FROM MONESSEN, ALIQUIPPA, 
AMBRIDGE AND OTHER SUBURBS 


IN PITTSBURGH'S 14 COUNTY MARKET... 


--- Puts the Gold in Pittsburgh’s Golden Triangle 


Steel! Wars are won with it. Post-war 
reconstruction depends on it. Mention 
Steel and one thinks of Pittsburgh— 
city with a downtown called “The 
Golden Triangle” —Golden because of 
the wealth poured into it by Steel and 
other industries located out in 144 
suburbs. It is out there—in a 50 mile 


REPRE 


New York «+ 


SENTED BY 
Philadelphia + 


Chicago + Boston 


PAUL 


coverage. 


trading zone—where 7 out of 10 work- 
ers live and buy. It’s there the Post- 
Gazette has 50% more coverage than 
either of the two “evenings”! Add a 
healthy city circulation and you 
see why advertisers rely on the 
Post-Gazette for effective, balanced 


PITTSBURGH 


POST-GAZETTE 
One of ’ STenival Qoont Newspapers 


BLOCK 


« Detroit «+ 


San Francisco «+ Los 


Angeles + 


ASSOCIATES 


Portland 


Advertising Age, November 15, 443 
ured by the 35 manufacturers 
placed advertising in 38 New 4g. 
land plant city newspapers ir the 
first nine months of 1943, he »m. 
phasized. This plant city adv jis. 
ing amounted to over 600,000  ¢< 
against a total of 48,000 lines y, 
ing the comparable period in 44) 
he added. 

Advertising expenditures 0: the 


35 manufacturers will amow 
approximately $100,000 for the {rg 
nine months of 1943, compared jt) 
$6,000 during the same peric: jy 
1942, excluding special war 
advertising of these and other 
ufacturers, Mr. Glavin said. 

H. L. Baldwin, Boston & ) aj 
Railroad, stressed that inste: 
printing advertisements couch 
“college professor language,” 
has adopted copy employing e ¢ 
day language. 

Lashing out at the advertisin 
partments of “too many railro 
Mr. Baldwin said “They still hz 
discovered that dignity alone does 
pay off at the ticket windows 
one and only place a railroad 
get any money.” 


Copy Merely Dressed Up 


Summing up, he said, “A) 
did was to get railroad advertising 
out of Mrs. Astor’s plush hoss cloth- 
ing and dress it up in a style that 
people like to look at. You could 
take Dorothy Lamour and dress her 
in the clothing of a Pilgrim maid 
and she wouldn’t have a dozen 
people batting an eye if she strolled 
down Tremont St. But, put Dorothy 
in some snappy clothes and she'll] 
stop traffic. That’s all we did. Took 
the staid and moth-eaten clothing 
off railroad advertising and put it 
out where a limb and maybe a 
curve or two began to show.” 

David Daniel, business manager, 
Hartford Times, reviewed the book 
“Industry Needs It,” published by 
his paper, and Buel Hudson, pub- 
lisher Woonsocket Call, reported on 
the activities of the War Advertis- 
ing Council. 

Harold Allen, of the Reformer, 
Brattleboro, Vt., was elected presi- 
dent, succeeding Charles O’Connor, 
of the Day, New London, Conn 
William F. Hallisey, of the Enter- 
prise Times, Brockton, Mass., was 
named vice-president and Harold 
Manzer, Worcester Telegram Ga- 
zette, secretary-treasurer. 
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— INTERIOR AND EXTERIOR 


displays 


PRODUCED WITHOUT USI 
CRITICAL MATERIALS 


‘ya 


, Are critical materials posing 
problem for the production of wi - 
dow, counter, point-of-sale a) | 
other displays? Then, ask us 
show how exhaustive resear 
with non-critical materials bh 
enabled us to produce sturd 
ornate, long-life silk-screen d 
plays for leading nationalaccoun 


DISPLAY PROGRAM 
WITHOUT INTERRUPTIC 


Yes— you can embark on long-r 
campaigns, assured that Sullive 
Nolan can consistently produ 
any quantity of silk-sereen d 
plays, from the smallest dial up 


24 SHEET POSTERS. 
SEASONED ADVERTISING ME 
WHO KNOW YOUR PROBLEM 


Here you will find thorough! 
trained men with a background « 
29 years of experience who unde 


stand your display problems 
every detail. A trial of our ser 
ice can lead to a lasting al! 
giance between your producti 
department and ours. Write « 
phone 


Telephone DELaware 5619 
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Which New Yorkers 


are buying most of your 


housekeeping aids? 


YOUR SOAPS AND SOAP POWDERS? . . . WAXES AND POLISHES? . . . KITCHEN AND BATHROOM CLEANSERS? 


Mr. and Mrs. C——live in an apartment hotel; send all their 
laundry out. How much laundry soap will they buy? 


The H——’s live in a 3-room apartment, carpeted wall to 
wall. How much floor polish will they buy? 


Mr. and Mrs. J—— live in a 2room apartment...eat most of 
their meals out. How much kitchen cleanser will they buy? 


Unusual New Yorkers? No. As a matter of fact they repre- 
sent millions. (Actually 1 out of 3 New York families live in 
1 or 2-room apartments.) 


What! No prospects in N. Y. C. for my home product? Yes, 


many thousand times yes,—and fortunately for us, a huge 
portion of them live in Queens and Staten Island . . . the 
home-residential boroughs of New York City. 


Statistically speaking, it looks like this: 


1-FAMILY HOMES 


1-FAMILY HOMES (per M families) 
eer 424 
Staten Island ........ . 30,123 701 
Manhattan ........... 9,469 17 
Brooklyn ............. 90,239 126 
sr re ret . 21,960 58 


Yes, this great city’s private homes are a gigantic market 
for all types of home products. More important, they are 
concentrated in specific areas. Still more important, the 
largest of these areas are solidly covered by HOME news- 
papers, newspapers that give you intense, economical 
coverage among your preferred prospects. 
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Movie Producers Plan for 
Major Role in Television 


Production Problems 
Expected to Prove 
Hardest to Lick 


(Picture on Page 63) 

[Editor’s Note: This is the second 
of a series of articles dealing with 
television as an advertising medium. 
Last week, the current status of | 
commercial television was reviewed | 
briefly, and this article deals with| 
the interest of the motion picture 


industry in this new medium. The| television fie 


attitude of advertising agencies, and | 
the work now being done in adver-| 
tising circles in anticipation of a} 
new postwar medium, will be re-| 
viewed later.] 

New York, Nov. 10.—The mov- 
ing picture industry, which for| 
many years shied away from radio, | 
only to realize eventually that it} 
made no appreciable inroads on the | 
nation’s box office intakes and that 
it could be used to whet the appetite 
of movie-loving America, is advanc- 
ing on television, en masse. 

In 1938 Paramount announced its 
entry into the television field with | 
the purchase of the Allen B. Du- | 
Mont Laboratory at Passaic, N. J.) 
Paramount is also the parent com-| 
pany of Television Productions, | 
which in turn is associated with | 
Scophony Corporation of America. | 
The Balaban & Katz experimental 
television stations in Chicago are| 
also Paramount operated. On the) 
Pacific Coast, Paramount experi- 
ments on its television station, 
W6XYZ. 

Twentieth-Century Fox is associ- 
ated with General Precision Equip- 
ment Corporation, which, along with 
Scophony, recently was granted 
patents on new television projection 
apparatus. 

Others Get in Step 


Nat Wolff, West Coast head of the 
OWI radio bureau, resigned a short 
while ago to join Metro-Goldwyn- 
Mayer as head of the studio’s new 
television department and will use 


BEING SPENT 
IN VIRGINIA NOW 
THAN EVER BEFORE 
*** AND IN VIRGINIA 
YOU REACH MORE X 
PEOPLE AT LOW COST 
ON RICHMONDS 
NATIONALLY 
RECOGNIZED STATION 


EOWARD PETRY & CO. INC NATIONAL REPRESENTATIVES 


of television. 
| writer-producer, has also joined the Foreign Movie Men Active 


announcement 


3 
RKO recently used the DuMont|of the war, British’ Broadcasting| known as London Television St... 

station to telecast advance promo-| Corporation took the lead in tele-| dards. 
tion for its latest release, “Behind| vision broadcasting, and for all Television continued to exp: q 
the Rising Sun.” A 40-minute tele-| practical purposes, was much far-|and improve through 1938, e .» 
| cast featured Margo, star of the| ther advanced than anything being! though receivers were not sel! yo 
| film, and James R. Young, author| done in this country. too fast. There was no mass ) »- 
|of the book on which the film is In 1929 BBC decided to assist Baird| duction, sets carried screens gi\ np 
based. George Putnam, WEAF news| Television Corporation in its experi-| 14x11” pictures, plus all-wave .- 
|commentator, served as master of| ments. In 1936 two hours of pro-| ception, and were too expensive 5, 
several directors and writers cur-| ceremonies and a film trailer with| grams were broadcast every day. In| the average purse, selling f; \» 
industry in|scenes from the picture concluded| 1937, as a result of experience| about $350 to $1,000. 
formulating plans for postwar use| the program. gained by transmission of both sys- However, just prior to the o )-. 
Norman Corwin, CBS | tems (Marconi-E.M.I. was a com-| break of war, large screen pro} \c- 
peting company), a television sta-| tors were being installed in Lon: oy 
‘television staff, while George Wells,| Before the war British-Gaumont| tion was set up in Alexandra Palace,| theaters and television was mak ng 
the| pictures had a financial interest in| London. rapid strides until the war ha ‘eq 
weekly CBS Lux Radio Theater, will! Baird Television Corporation, which further activities. In 1939, acecrd- 
augment the staff in January. was responsible for installation of Receivers Move Slowly ing to Richard Hubbell in “4.\\09 
That RKO is evincing more than| large screen projectors in London oo ; Years of Television,” there \ er 
a passing interest in the potentiali-| theaters, while Scophony Corpora-| The London Television Advisory | 20,000 “viewers” in London c m- 
ties of television is evidenced by its| tion was also installing large tele-| Committee recommended that the] pared with half that number the 

appointment | vision screens running up to 20 feet| experimental period be ended and a| year before. 

of Ralph B. Austrian to survey the} in size. single set of standards adopted for But television experimenta| io; 
Between 1935 and the outbreak| all transmission in the future, to be} was not confined to the Un tea 


Advertising Age, November 15, 1: 


ERHAPS never in the history of publishing has the subject of Food been ‘a 
more important than it is today. That’s why every issue of CLICK devotes 
at least two pages to help home-makers properly feed their families in 
wartime. 
The enthusiasm of CLICK readers for this feature has inspired us 
to make it available to as many war workers as possible. As a result, 
271 war plants stretching from coast to coast, regularly receive 
reprints of CLICK’s popular food pages for their employees. CLICK 
regards this plus wartime service as part of its job of publishing 
a magazine that is America’s “Friend of the Family”. 
When a magazine is eagerly read by all important age groups 
in more than a million homes it represents a powerful force for ad- 
vertisers. CLICK’s family influence is attested by two facts:* 


1. CLICK has a greater percentage of women readers in 
homes with one or more children under 18 years of 
age, than any other leading picture magazine. 


2. CLICK has more women readers per 100 copies than 
any other leading picture magazine. 
So, not only food advertisers but all advertisers find CLICK a medium 
that gets their message home for today’s selling and builds prestige for 
tomorrow. That’s why more and more important advertisers are found 
in CLICK taking advantage of the 200,000 bonus circulation that makes 
CLICK a stand-out buy today. 


*Daniel Starch Consumer Magazine Report 
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\dvertising Age, November 15, 1943 


before 
nation 


sates and England alone 
e war. Virtually every 
1s conducting experiments. 
In Holland, the Philips Company 
‘eveloped television receiving sets 
a point of considerable excel- 
nee. 


In France, experimental televi- 


n broadcasts were maintained by | 
elevision-Baird-Nathan Company, | 


filiate of John L. Baird Company, 
1932-33. In 1937 a television sta- 
n was opened in the Eiffel Tower, 
ris. 
In Sweden, television demonstra- 
ns were given in 1930 by the 
‘hn L. Baird Company. 


In Italy, television experimenta- | 


mn had been going on for years. 

In Japan experimentation began 
out 1925. On Dec. 8, 
‘pan Times and Advertiser an- 
unced a government appropria- 
n of nearly 500,000 yen for tele- 


1936, the} 


vision research. 

In April, 1935, Farnsworth Tele- 
vision Corporation of Philadelphia | 
signed agreements with a German 
company, Fernesh, A. G., for com-| 
plete interchange of patents. 


New Patents Issued 


| 
Patents issued recently to Sco-| 
phony and to General Precision | 
Equipment Corporation, assocjated | 
with Twentieth-Century Fox, cover | 
a new television projection appa- 
ratus by which it is said to be 
possible to project a large-screen 
television picture up to full-size 
theater screens 20 feet in width or 
| more, with brilliance equal to mo- 
| tion picture standards. 
| When this is realized what will 


try? Scophony answers by express- 
jing its belief that television may 


| develop on a subscriber basis as a| lief that television will supplement | 


happen to the moving picture indus- | 


means of solving financial problems,| day radio and repla¢e night radio. | 


and adds that the company 
already patented a “secret televi- 
sion” method whereby transmitted 
pictures which are scrambled at the 


source may be reproduced on tele-| others who have made inquiries,” 
| vision receiver screens of subscrib-| wr 


ers in full clarity. 
Withheld because of military cen- 
sorship is any talk or speculation 
y the industry’s electronic experts, 
who feel that many prewar obsta- 
cles will have disappeared when the 
war ends. 


Public Ready 


The public is not impatient for 
television, but ready to go out and 
buy, thinks Sam Cuff of Allen B. 
DuMont Laboratories, which oper- 
ates experimental station W2XWV 
|}and commercial television Station 
| WABD. Mr. Cuff expressed his be- 


has | 


adding that 


“There are at present about seven | 
leading advertising agencies cur- 
rently using our facilities for ex-| 
perimental purposes, and about 17 


Cuff told ADVERTISING 
agencies are thereby 
reserving options on their night 
spots if, as and when television is 
accepted as an advertising medium. 

When peace comes, radio manu- 
facturers will be prepared to build 


AGE, 


large volumes for the public in 


areas where television stations are} 


now in operation, according to a 
spokesman for General Electric 
Company, Schenectady, which oper- 


| ates what is probably today’s most | 
television 


expansive experimental 
station, WRGB. 

The country will be in a position 
to go ahead with television at war’s 


29 
end with trained personnel and 
equipment it never had _ before, 
according to Norman D. Waters, 


president, American Television So- 
ciety, formed in 1941 as a non-profit 
organization to foster the study, 
understanding and appreciation of 
television as a cultural, educational, 
entertainment and advertising me- 
dium. 

Agencies which experiment now 
will be far ahead of those simply 
standing on the sidelines, said Mr. 


. ss : Jaters I é > é ‘levisio 
reasonably priced television sets in| Waters, who added that television 


will have some effect on radio but 


won’t replace it. 
Production Big Problem 


Emerson Radio & Phonograph 
|Corporation, which recently 
launched one of its most extensive 
advertising campaigns, has an- 
nounced its intention of specializing 
|in the manufacture of broadcast 
receivers after the war, and will 
design and produce other electronic 
products of its own, including FM 
and television sets, according to Ben 
Abrams, president. 

Granted that engineering bugs 
will be ironed out, granted that sets 
will be mass produced, including 
| television networks and full-color 
| reception, one of the biggest prob- 
lems, one which will involve sums 
which may give a prospective ad- 
vertiser something to think about 
before he’s ready to adopt the new 
medium, is that of producing shows. 

A television set is simply a Holly- 
| wood set in miniature. The princi- 
| pals must don pounds of makeup in 
|order to “take” properly on the 
| television camera; like all cameras, 
| the television camera requires light 
|—plenty of light—and the cast 
doing a television show must work 
under a battery of floodlights; and 
continuity must be uninterrupted. 
The Hollywood director displeased 
by a facial distortion can stop the 
show with his shout of “cut,” but 
this procedure won’t work in tele- 
| vision. Above all, television will 
require professionals, seasoned 
artists who can do justice to “mike” 
and camera. 


Much Interest Shown 


Indicative of current interest in 
the subject is the announcement 
that a movie explaining the engi- 
neering developments which make 
television possible and their adapta- 


a! 


OMAHA+ 


333 COUNTIES — 


~ JOHN J.GILLIN, JR.. PRES. 
_ JOHN BLAIR 6 CO. REPRESENTATIVE 


> 3 es po a 
: ie fs ; fp = ‘i ae re iat : F ; x a ; J 
> “ sa 
Fe . SO OO Nc] ‘i 
ation 4 : 
nited a a 
a 
= 
ee 
= — ad 7 
a. s ba a . > Fe <e & 
‘3 7 ‘ o~ i & 
% | A a } P SSS A Ks 
= Sy) ry LP ye" Fin. “ios ; - 
a. ah ~ JI eS | 
sf rd < ' 7 
f a. i a — 
aie >>, = 
a = “a if oe 
 § gee [2 : 
“a : a ; / Be i ra B. : 
aw. —~ Fr waar LY Ye, | | 
aN ; a ET ET I : 
, 4 wie ai scr ’ 4 
=  / y — YEARS) | 
; : t " oie = a | : : By | ; 
Z ae om . = 2>, ' *. a a he j ol es : i %, OF : : 
— a , — _ _ . | / : 
~~ ry 4 7 “ a Fo" a — 5 o ; 
* Eee " — * a / i ae : “ . x me . : 
ae . Kas a | ‘ 
, , | a Peg y | \ 
-_2 ———— ; a \ 
; a. . ‘ ie eS : >. | © es ue s ; tee’ 4 ‘ o 
Aion a Fae a m)\ |) 4 
' ee ee . > Raa eit , > See — - . 
a : | 1. ¥ i ston we 7 : S\ ; 13 
be ‘ » — : S me / on Su a } is 7 ¥ o ‘i 
“ % “4 iy : ie? : a = < i - . .& , 2 f . 
: + , =, _ s ee e “p We, , ‘ ‘i> NN C, 
. ' f Hy , Go set iw : F. P 
L i . \ — ee oe , : 7 y , : j g a ? : 
‘ ) —y/ ~~ gy P } te a 4 ie. i 
aN aw am | 
; ee ied 4 pe 5000 , 
J ae . § 
. fi aie . : 
a 
; 4d ap. ae Sid ‘es: | 
: : San : | OS ore : : is, po. i y : ‘i ae ere fi Pape a8 cg eee FO Rae <8 Pits 7 
=) we . : Ned? 5 ee poe or. 


30 


tion to postwar television sets will | 
feature the American Marketing| 
Association radio luncheon Wednes- 
day, Nov. 17, in the Skyline Room 
of the Hotel Sheraton, New York. 
The film will be presented by A. A. 
Brandt, general sales manager, | 
General Electric Company. The 
luncheon is open to all agency peo- 
ple and advertisers. 

Equally significant was the joint 
meeting arranged with the Adver- 
tising Club of New York by the 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc, 


431 8. Dearborn 8St., Ohicago Wab. 8655 


American Television Society Nov. 
10, at which advertising men were 
given a demonstration of commer- 
cial television programs originating 
from the Allen B. DuMont televi- 
sion station on Madison Ave. 
Another interesting demonstra- 
tion of television’s ability was put 
on last week before 50 editors and 
publishers by General _ Electric 
Company, in cooperation with the 
Albany Times-Union, at GE’s tele- 
vision studios in Schenectady. The 
demonstration was designed to show 
how television might supplement 
newspapers in covering news after 
the war, with printed pages of a 
special 10-page edition of the 
Times-Union projected on _ the 
screen, following which stories, 
classified and display advertise- 
ments, comic strips and other fea- 


tures were acted out. 


Retailers Ask for 
Fair Allocation 
of Consumer Goods 


Washington, D. C., Nov. 10.—Two 
groups of retailers appealed to the 
WPB this week to stamp out dis- 
crimination in the sale of scarce 
consumer goods through changes in 
government regulations governing 
wartime distribution of merchan- 
dise. 

At a combined meeting of the re- 
tail industry advisory committee 
and the wholesale and retail soft 
lines industry advisory committee, 
the government was told that addi- 
tional measures are necessary to as- 
sure proper allocation of goods to 
war-boom areas. 


The retailers suggested that an 
order be issued defining “equitable 
distribution” so that a buyer might 
appeal for WPB protection when he 
felt that his supplier was not treat- 
ing him fairly. They also said that 
preference rationing should be ex- 
tended to cover many scarce items 
not covered at present. 

R. S. Alexander, the government 
presiding officer, explained that the 
government hoped to equalize the 
flow of consumer goods from manu- 
facturer to consumer with a mini- 
mum burden on industry and a min- 
imum of government controls. He 
said WPB was anxious to eliminate 
the inequities which had in many 
cases prevented proper distribution 
in areas remote from distribution 
centers and in war-industry cities. 

Among the topics discussed at the 
meeting were: discrimination be- 
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Boss TELLS DAHL Solve HERALD- 
“TRAVELER'S PROBLEM OF MORE AND MoRE 
ADVERTISING ON LESS AND LESS PAPER. 
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So HE SUGGESTS NEWS BAYS SELL SHELF 
COVERINGS AND UMBRELLAS To SAVE 


AND TRIES To EDUCATE SUBWAY RIDERS 
“To REALLY SHARE -THE- NEWSPAPER , 
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ADWERTISERS CooPERATE BY SETTING THEIR 
COPY IN AGATE PHOTOGRAPHED DOWN. DAHL 
GINES EVERY READER A MAGNIFYING 
GLASS AND A BoTTLE OF EYE WASH - 


NewS EDITOR PRINTS FOREIGN DISPATCH - 
ES IN INVISIBLE INK BETWEEN THe ADVERT 
ISEMENTS, READERS GET SAME THRILL AS 
INTERNATIONAL SpiES - 


AS LAST RESORT CARTOONIST SUGGESTS 
BOSS SELL ADVERTISING SPACE ON HIS 
SHIRT FRONT, 


DAHL. 


ormerly a space-buyer’s nightmare, Boston 
“levelled out” more than 15 years ago as the 
Herald-Traveler won and maintained a domi- 
nant position in the factors that influence 
media selection. So now, when schedules are 
being made up, it’s easy to be right, with the the 


majority 


in Boston. 


of national and local advertisers 
who select the Herald-Traveler as No. 1 paper 


pereta rs 


National Representative: George A. McDevitt Co. 


HERALD 
Always in kroston Traveler 
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Advertising Age, November 15, 19 ; 


tween small and large custome 
discrimination between customers 
different localities and _  shipp 
areas; discrimination between c 
tomers by establishment of n 
conditions of sale not applicable 
all customers; discrimination | 
tween affiliated outlets and n 
affiliated customers, not practic 
before the war, and failure to v: 
allocations according to shifts 
population. 


Home-Use Flour 
Enrichment Order 
Is Expected Soon 


Washington, D. C., Nov. 9.—1 
War Food Administration is « 
pected to round out its flour e.- 
richment program shortly with in 
order requiring addition of essent 4! 
nutrients to all white flour ma | 
from wheat, and sold in wholes: \e 
and retail trade channels for home 
use. 

Closely paralleling an enrichme;t 
order issued recently for commer- 
cially baked goods, the new order 
would call for the fortification of 
wheat flour with thiamin, niacin 
riboflavin and iron, as required by 
federal standards amended and 
made effective last month. 

Enrichment of home flour has 
been strongly supported by the 
wheat flour milling industry ad- 
visory committee, which met with 
WFA July 21. Enactment of the 
order, however, has been held up 
by disagreements within the gov- 
ernment. 

Officials believe that all the 
necessary machinery for enrichment 
of the flour can be made available. 
Moreover, OPA has already estab- 
lished a satisfactory ceiling differ- 
ential of 17 cents per 100 pounds 
to cover cost of enrichment. 

The new order would mean that 
home baked products would be en- 
riched with important nutrients to 
the same extent that commercial 
baked products have been enriched 
under the earlier order. 

Flour enrichment has been advo- 
cated as a means of achieving equi- 
table and economic distribution of 
critical nutrients in the face of war- 
time diet disturbances. All flour for 
the armed forces is enriched. 


REACH 


MORE PEOPLE 


MORE MONEY 


than ever inthe 
SALT LAKE 
MARKET 


utan’s NBC station 


Matona Rep esestatrre 
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This. Jr Anothar Advertisement. Addressed to the Public 


*30,000,000,000 OF POSTWAR HOMES 


Leaders of Building Industry from all parts of the nation, 
meeting at Hotel Cleveland November 15-17, set stage for 
greatest 10-year building program in American History 


FOREWORD: During the week of September 26th of this 
year,we published in the Cleveland Plain Dealer and 
ten other metropolitan daily newspapers the 5-column 
advertisement you see illustrated in miniature below: 
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HIS advertisement was published to answer for 
the public some important questions regarding 
the low-cost “‘miracle home’’ of postwar America. 


Now that victory is within sight, low-cost postwar 
housing is the subject of constant debate, with re- 
sultant confusion in the public mind. Will the post- 
war miracle home be prefabricated or built on the 
job? Will it cost more; will it cost less? And what 
will this postwar miracle home look like? Our close 
contact with the building industry and the home 
buying public indicated conclusively that the public 
did not know, and wanted to know, the answer 
to such questions as these—questions of vital im- 
portance to every American family. 
So in publishing our September advertisement, our 
purpose was two-fold. First, to inform the public 
once and for all on what they could expect and 
should not expect in the postwar home of World 
War II. Second, to tell the public who would build 
for them this miracle home— and how soon after the 
Armistice the public could expect it to be built. 
In that advertisement, therefore, we said to the 
public: 
“And speaking of homes— what of the low-cost 
postwar miracle home everybody’s talking 
about? Will it be so utterly new in design that 
today’s homes will be as out-of-date as the bustle? 
“Will it have plastic plumbing? Unbreakable 
windows? Glass walls? Sliding panels instead of 
rooms? 
“Will it have self-operating electric kitchens, 


automatic air-conditioning, built-in furniture and 
refrigeration, deep-freeze lockers, electric clocks? 
How about one-piece bathrooms, radio-controlled 
heating, self-sealing closets, screenless screens, 
built-in aquariums, robot laundries, vitamin-ray 
sunlamps? 

‘Most important of all, how soon after the war 
can this miracle home be built? 2 years? 4 years? 
When will it be ready? Give us the facts.” 


‘‘We whose business it is to know the building 
industry, now make it our business to tell the 
public the truth: 

“You will not have to wait 2 years, or 4 years, 
or even 1 year, for the miracle home of tomorrow. 
“It is here now. Ready the minute the Armistice 
is signed. 

“And it will be built by America’s practical building 
contractors and building-material dealers, who but 
for war restrictions stand ready to start building you 
this miracle home of tomorrow TODAY.” 


In this same advertisement, we further pointed out 
that the coming postwar miracle home will not be 
changed in appearance. It will, we said, be better 
designed. More compact. More carefully planned for 
comfort, health, safety, convenience, labor saving 
economy of operation. 


But we stressed the fact that this postwar mir- 
acle home will not resemble, even remotely, 
the futuristic monstrosities that have been pic- 
tured to the public from time to time by artis- 
tic dreamers. These weird creations-on-paper 
are something that for practical purposes 
cannot be created on your land. 
* * * 

That advertisement ran less than two months 
ago. But the predictions made in that advertise- 
ment are already coming to pass. This week at 
the Hotel Cleveland, building leaders repre- 
senting the National Association of Home 
Builders of the United States are actually 
planning your postwar home. 


They are planning it to contain more improvements 
and more building advancements than ever before. 


They are planning it for greater convenience and 
better livability than the world has ever seen. 


—And they are planning it to sell to you at a price 
range of from well under $6,000 to not more than 


your budget allows. 
* * * 


Now we want to tell you more about these men who 
are planning your postwar miracle home of World 
War II. 


For generations, in Cleveland and in every large and 
small city and town in America, these men have 
been engaged in bringing about an evolutionary 
development in low-cost home construction avail- 
able in no other country on the face of the earth. 
If these men had sat down as recently as 20 years 
ago, when World War I was in its final stages, to 
plan this same $6,000 to $10,000 home. . . that 


BEING PLANNED THIS WEEK 


home would have cost you as high as $20,000. 


Why? Because in those days the improvements and 
construction advancements which these very men 
have helped to develop were luxuries only 20 years 
ago. Made in single units instead of in production 
quantities. Specially installed by engineers. Avail- 
able only to a few wealthy persons to whom money 
was no object. 


Thanks to what these men— and thousands of others 
like them in every city and town and hamlet in 
America— have done to make American housing the 
best in the world, that $20,000 home of post-War I 
will cost $6,000 to $10,000 in post-War II. 


Yet it will have inventions and advancements and 
equipment which even that $20,000 home did not 
and could not have had. 


And the reason your postwar miracle home of World 
War II will have such advancements, is because 
these men, working constantly over the years with 
building materials manufacturers, have brought such 
advancements to a stage of perfection and develop- 
ment which produces them at lower and yet lower 
costs .. . thus making them available to all homes, 
large and small, instead of to only a few. 


For generations some of these men have been in 
business right here in Cleveland . . . Have actually 
helped build Cleveland. Builders like G. J.Goudreau 
& Co., Selby Construction Co., Benton Building Co., 
Marquard Building Co.— who make or lose money 
depending on what they do for you. 


It is these men’s jobs to make America’s homes bet- 
ter places to live in. Not better over-night. But con- 
stantly better over the years. 


These men are practical builders. But they are also 
practical business men. They have to be. Only by 
satisfying the American public can they make money 
for themselves. 


These are the builders who, with the public’s coope- 
ration, will make subsidy housing by the govern- 
ment unnecessary. This is called public housing and 
in effect is a tax burden because it is not a source of 
revenue to municipalities and the rents therefrom 
are inadequate to meet expenses. 


The spirit of these builders is the spirit of free 
America. Their enterprise has built America, and 
will continue to build America after the war is won. 
It has been our business and our privilege, for many 
years, to interest ourselves in these men. 


Most of them are large building contractors—our 
readers. Our magazine is published to make avail- 
able to them information which will help them in 
the great work they are doing. 


Now we are publishing this advertisement to ac- 
quaint the Cleveland public with these same men 
so that you will understand their work, realize what 
they are here for, and welcome them to Cleveland as 
builders who have the future of your city and your 
country very much at heart. 


This advertisement published by 


PRACTICAL BUILDER 


The leading magazine serving the 
builders of America 


59 East Van Buren St., Chicago, Ill. 


Also publisher of Building Supply News, Brick 
& Clay Record, Ceramic Industry, directortes, 
catalogs and literature for the building industries 


NOT e The January 1944 issue of Practical Builder will actually visualize, in plans and sketches, this postwar home from the builder's standpoint. A limited number of 
* copies will be available, on request, to those professionally engaged in the building industry. You may reserve a copy by writing on your letterhead now. Subscriptions 
accepted only from those in the building industry—38 years for $4.00. Special rates to building mate rial dealers for groups. 


The above advertisement was published as a tribute to better acquaint the American public with the great work being done, 
individually and collectively, by the National Association of Home Builders of the United States. It appeared in the Cleveland 
Plain Dealer on November 15, the day on which the Association convened to make postwar housing a principal part of its program. 
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Who's 


ALL THESE FUR 


New Proof that you reach 


Chicago’s biggest and most active 
market of wage earners when you 
build your program around the 


Tribune. 


IT TAKES MONEY to buy a fur coat. 
Today a lot of Chicago women, as a 
result of wartime employment, have 
what it takes. 

Showing the biggest jump of any 


department, sales of furs in Chicago 
department stores during the six 


months ended July 31 soared 104.2% over the similar{ period 
last year. Increases reported by specialty shops reflected the same 
strong trend. 

Who are the women who are doing this buying—and which 
Chicago newspaper do they read? In answer to this question, 
the stores which have been cashing in on the demand for fur 


coats say: “The Chicago Tribune.” 
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HICAGO DEPARTMENT STORES and 

A Specialty shops during the first six months of 
1943 placed in the Tribune 57.3% of their total 
\penditures for advertising fur coats in Chicago 
new spapers. 

This was fourytimes as much as they placed in 
any other Chicago newspaper—and far more than 
they placed in all other Chicago newspapers combined. 

During the same period last year, the Tribune's 
lead over the next Chicago newspaper amounted to 


/ 


THE WORLD'S 


PERCENTAGE OF EXPENDITURES PLACED BY DEPARTMENT 
STORES AND SPECIALTY SHOPS FOR (ADVERTISING 
FUR COATS IN EACH CHICAGO NEWSPAPER 


First 6 Months," 1943 


200.5%. This year, they stepped up the Tribune’s 
lead to 358.2%. 

These facts invite the attention of every adver- 
tiser determined to cash in on today’s active market 
of wave earners. Peak employment and payrolls 
steadily have been converting new thousands of 
Chicago families into prospects for what you sell. 

Delivering hundreds of thousands more circula- 
tion, daily and Sunday. than other Chicago news- 


papers, the Tribune has the full-market circulation 
you need in order to reach the new buying power in 
every neighborhood and suburb of Chicago. 


To get your full share of the new opportunities in 
Chicago, build your program around the Tribune— 
the newspaper which delivers with maximum econ- 
omy the intensive advertising pressure you need 
to make a maximum showing in Chicago. Rates per 


100,000 circulation are_among America’s lowest. 


» Chicago Tribune 


GREATEST NEWSPAPER 


October average net paid total circulation: Daily, Over 930,000—Sunday, Over 1,250,000 
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Newbery New Sales Head 
W. F. Newbery has been pro- 
moted to sales manager of the in- 


dustrial division of Detrex Corpora- 
tion, Detroit, maker of metal clean- 
ing equipment and materials. 


Day after day, night after night, WMAQ brings to 
the vast radio audience in America’s second largest 


market the greatest collection of big-time entertain- 


ment on the air. 


This year WMAQ’s schedule of programs is even 
better than that of previous seasons in which 


national listener surveys repeatedly rated the shows 


that it broadcasts 


Advertising Age, November 15, 


43 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as ~~ it appropriate to do so through 
the column. 


November 1. I see by the papers that 
the Treasury estimates it received thirty- 
six million dollars’ worth of advertising 
and publicity support for the 3rd War 
Loan. That is undoubtedly the greatest 
concentration of advertising power ever 
developed in such a brief period. A. D. 
Lasker once told me that it took him years 
to learn that mere volume of advertising 
could be as important as the copy message. 
This enormous bond promotion seems to 
support the idea, when it is calculated that 
this thirty-six million of space and time is 
only a fraction of one per cent of the nine- 
teen billion of sales resulting. 


November 2. Talked with a man who 
has made his living selling investments in 
property for chain store occupancy. Ac- 
cording to his figures, money put into land 
and buildings leased to a chain like Wool- 
worth, Kresge, Penny, etc., is a better bet 
than stock in the same companies—the 
income being more assured and a hedge 
against inflation better provided for. I am 
always intrigued when I discover a new, 
specialized function like this man’s in our 
complex economy. It adds to my belief 
that the ingenuity of the millions, stirred 
by private profit, is more effectively func- 
tional than the planning of a few master 
minds. 

. 

November 3. Every publisher now seems 
to be wrestling with the formulation of a 
policy for rationing the amount of adver- 
tising space he has left to sell. It would 
be an easier job if he had only advertisers 
to satisfy, but he can’t ignore the ambitions 
of his salesmen and the agencies. Not 
having the problem, it is easy for me to 
be dogmatic about it. I would give first 
priority to the advertisers with merchan- 
dise and services to sell; second to the 
advertisers, new or old, with a genuine war 
service message; third to the advertisers 
who have demonstrated a consistent pur- 
pose to maintain or build a postwar repu- 
tation. Away down at the bottom I would 
put those advertisers who are obviously 
squandering tax money on unmitigated 
bellywash. 


cessful business man who was bemoaning 
the fact that he couldn’t devote more of 
the remainder of his life to “public serv- 
ice.” I find this a rather common affliction 
among men in their fifties who have 
reached a certain position. It makes me 
wonder what is wrong with our business 
structure. Certainly a well-run business is 
in itself a public service, as valuable to its 
community and its customers as it is to its 
owners. Why isn’t it completely satisfying 
to the man who guides it? Perhaps because 
in our society we don’t have any way of 
honoring industrial statesmanship, as the 
English do by knighthood. 
o 


November 5. Heard a banker make a 
speech in which he referred with scorn to 
the lushness of current advertising expen- 
ditures, and to the smell of escaping tax 
money attached to them. Maybe this paper 
rationing will be a blessing in disguise, if 
it puts some brakes on this particular area 
of advertising expenditures. 

2 


November 6. Spent the day in Washing- 
ton, and found the belief very prevalent 
there that the climax of the European war 
is at hand. One result is that the business 
men there, tired of the slings and arrows 
of outrageous government, are turning 
their thoughts homeward. This worries 
ong key industrialist there above all else. 
He says the radicals are just waiting for 
this to happen, so that they can take over 
the industrial controls which will have to 
be kept on, in the reconversion from war 
to peace. . 


November 7. I wonder how many adver- 
tising directors and sales managers are 
giving any thought to the export field in 
their postwar planning? By and large, our 
industries have never really become “for- 
eign trade conscious.” Yet we are coming 
out of this war with the greatest merchant 
marine the world has ever seen—England 
currently having 40,000 men building ships 
and we 800,000. To keep that fleet in 
being, and perhaps to make the difference 
between success and failure in full employ- 


— 


the best 9 out of the first 1O— a ; ; 
November 4. Talked with a highly suc- 
the best 16 out of the first 20— 


the best 34 out of the first 50— 


ment, we will need a great expansion in 
our foreign commerce. 


farm supplies; education; 
clothing and food. 
Nearly a third of those 


travel;| viewed expect little change in con- 
sumer products right after the war, 


but 56% expect great changes. 


Half of Public 
Has No Plans for 
Postwar Purchases 


Washington, D. C., Nov. 9.—More 
than half the American people have 
no definite plans for postwar pur- 
chases, according to a survey of 
public thinking recently released by 
the National Planning Association 
in its planning pamphlet 23. 

In a study that covered a variety 
of topics from social security to vet- 
erans relief, the association found 
that 55% of the public had no par- 
ticular postwar buying plans, while 
the bulk of those who have plans 
will purchase a home, or arrange 
repairs for their present homes. 


among all programs. 


inter- 


Listening to WMAQ is a MUST in this extensive, 
wealthy area—a habit that insures the greatest pos- 


sible circulation to your sales message and returns 


WANTED: 
ONE ADVERTISING MAN 


Requirements: 


from your investment. 


So take a tip from astute advertisers and place 


your local and spot campaigns on 


The ability to think creatively; to 
call on “blue chip” accounts. The man we want is 
now located in the Middle West, willing to work in 
the Chicago Area, and is probably an account-idea 


When interviewed last June on man, 
the first thing they would spend 
savings on, 31% of those approached 
said they were not sure what they O or tase =O" ; 2 @ 4 ceraley Ww 
Daal Wee ao ciaxiae eae seca pportunty: 'To help build a comparatively nev 


buy at all. Another 15% said they 
wouldn’t spend savings on anything, 
while 9% said “they won’t have any 
savings to spend.” 

Of the 45% that had some spend- 
ing plans, 22% were interested in 
housing. The rest were split into 
small segments considering house- 
hold furnishings and appliances; | 


national medium—to do a tough but interesting job 


that pays well. All replies confidential. 


Box 4414, Advertising Age, 100 EK. Ohio St., Chicago 


—_ 
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Charles Street is the Fifth Avenue 
of Baltimore. It’s lined with smart 
shops. They get the carriage trade. 
8 of these finer shops use W-I-T-H 
exclusively. 


W-I-T-H is the station that's lis- 
tened to... in Baltimore! 


W-1-T-H 


BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by HEADLEY-REED 
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To see the LOS ANGELES of Jomorrow... 


Southern California Steel Production 


ea 

Ww There are some things that even war cannot change. For © = —THE TIMES has more NEW READERS than any 

ob example, the climate and natural resources that have given other paper in this market. A 10,356 daily and 
this market top agriculture and tourist trade. 45,316 Sunday gain was made during the last six 

a But war can broaden and industrialize a market. Witness what month, largely ee the new workers of our 

a has happened to Los Angeles: growing industries. 

. Today, we have 7786 industrial plants employing more than ie TIMES has the fastest gaining circulation 
441,300 wage-earners. Monthly industrial payrolls average in the market as revealed in latest publishers’ 
$92,500,000. That’s the picture today of the new plus in this statements. 
already sales-fertile market. And it is an indication of what —THE TIMES has the largest morning circulation 

'- “The Los Angeles of Tomorrow” will be like. on the Coast. And the largest home-delivered 

For the West is now producing iron and magnesium, steel and circulation. . 


silk, aluminum, oil and synthetic rubber—the basic materials 


which will insure permanent industrial activity here. 
Cos Angeles Times 


LAWRENCE & CRESMER 
AW FRANCISCO 


y WILLIAMS, 
petroit ~ $ 


REPRESENTED 8 
wew YORK = CHICAGO - 


LARGEST MORNING CIRCULATION ON THE PACIFIC COAST 
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36 
Rhodes Joins KFRC 


Ray Rhodes, former sales mana- 
ger of KGO, San Francisco, has 
been named account executive of 
KFRC, Don Lee’s station. 


ithe Concourse 


‘Toronto Firm Moves 


Alford R. Poyntz & Co., Toronto 
advertising agency, has moved from 
building 
' quarters at 68 King St., E. 


Morgenthau to 
Address ANA 


to new 


‘War Conference 


_ War Aspects of 
| Advertising Is 
| Theme for N. Y. Meet 


New York, Nov. 10.—How adver- 
tisers are meeting their wartime 
problems, the paper situation, gov- 
ernment regulations that affect ad- 


“advertising copy, and what both 
farmers and the urban public think 


among the outstanding topics which 
will be discussed at the three-day 


tion of National Advertisers at the 
Hotel Commodore here Nov. 17-19. 

will be Secretary of the Treasury 
Henry Morgenthau. It will be the 


return from the war front, Paul B. 
West, ANA president, announced. 


| West declared. “And 


fvertising and selling, war themes in | 
about business and advertising, are | 
wartime conference of the Associa- | 


At the association’s annual dinner | 
Thursday evening, the guest speaker | 


first speech he has made since his | 


“T think it is safe to say he had an 
opportunity to observe the war more | 
closely than any other civilian,” Mr. | 
one of the | 


| things he set out to do on the trip! 

was to find out what the soldiers | 
were thinking, and how the home| 
front and the war fronts could be 
better tied together. 


Tremendous Job Seen 
he 


“From what he saw is con- 
vinced that there is a 
job for advertising men 
achieving closer 
knowledge and interest  be- 
tween these two fronts. He is 
addressing his findings to this par- 
ticular group because he feels 
/some good will come of.it. He has 
}seen what the advertising people 
/can do in the war loan drives and in 
| interesting the American people in 
the war generally, and he feels that 
a report from the front to these peo- 


do 
and 


to 
cooperation 


tremendous | 
in 


f 
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PRODUCTION BATTLE 


nehelay hace 
vViclory. 


‘The Bik (RCH The BAG POND The Bis PUSH 


ple should eventually result in a 


definite contribution to the war ef- | 


fort.” 

Another feature of the dinner will 
be a “March of Time” movie espe- 
cially made for the occasion. 

The conference will begin on 
| Wednesday morning, Nev. 17, with a 


advertisers are meeting current 
wartime problems. Among the 
speakers will be A. E. Haase, Vick 
Chemical Company; P. J. Kelly, 
Carstairs Bros. Distilling Com- 
pany; Walter Bowe, Carrier Corpo- 
ration; and Ralph Winslow of Lib- 
bey-Owens-Ford. John Chapman, 
foreign editor of Business Week, will 
be the luncheon speaker. 

In the afternoon ANA members 


; bk te 
. Nok gd 


wh 


PAPER DIRECTS THE ASSAULT 


It has been said that paper wins wars... that 


an army fights with paper. 
strategy...no single skirmish was ever launched 
without careful planning in advance. . 


pa per ‘ 


- On 


But carefully-charted plans are only a small 
portion of the part that paper plays in the 
vast war picture. Think of the maps! In De- 
cember, 1941, the Army shipped from Wash- 
ington 530,000 maps. In June, 1942, 3,100,000! 
In a single six-month period, shipments aver- 
aved six million maps per month! 

Beside the paper used for maps, half a million 
tons of paper were consumed this year to make 
the “V-boxes” that carry food and ammunition 


overseas. Paper camouflage saves soldiers’ 


lives. There are thousands of other uses which 


No scheme of 


make paper a vital war essential. 

With this unending need for paper in the 
war, it's no wonder that this country is plung- 
ing headlong toward a paper shortage. For this 
year the United States and Canada can produce 
only three-fourths as much paper as they pro- 
duced in 1942. A man power shortage in the 
woods is responsible for this. 

These facts demand that we waste no paper. 
And to use less paper is even more important. 
For the paper we do not use conserves both labor 
and material. All types of paper can be sal- 


vaged, excepting that which is waxed, 
oiled or tarred. Use as little new paper as 
you can. These are acts of patriotism 
that help to speed an Allied victory 
that help to save American lives. 


PRINTING PAPERS 


Levelcoal’ 


Jrufect 


For Highest-Quality Printing 


ki mfect 


Companion te Trvfect at 
lower cost 


Multifect 


For volume printing at 
@ price 


. 
TRADE MARE 


KIMBERLY-CLARK CORPORATION 


NEW YORK: 122 £. 42ND ST 


Aeenah, Wisconsin « est 


1872 


CHICAGO: 8 S. MICHIGAN AVE . LOS ANGELES: 510 W. 6TH ST. 
. e  e. 
: te A 
% + 


series of case histories showing how | 


CITIES SERVICE COMPANY 
Om of the Permcpaes tx thee Crvelapenens of Big teal 


Government-industry teamwork in com. 

pleting the East Texas-to-Pennsylvania gj 

pipe line is emphasized in a full - page 

advertisement scheduled by Cities Sery. 

ice Co., New York, in 42 newspapers of 

15 selected cities. Foote, Cone & Beld. 
ing is the agency. 


will hear a discussion of the pape 
situation by Harold Boeschenstein 
director of the WPB production 
controls division, who is in charge 
of pulp and paper. Harry Dinegar 
of the Office of Civilian Require. 
ments, will also speak. The session 
will close with election of officer; 

All of the Wednesday sessions, a 
well as all the Friday sessions, wil 
be closed to all but members and 
|few invited guests. Thursday mor- 
ing will be devoted to a symposiw 
of war theme advertising and pan¢ 
|discussions with a_ presentatio; 
| showing examples of successful ad- 
ivertising by utilizing government 
themes. The Thursday _luncheo 
| will be held at Hotel Biltmore 

What farmers think of advertising 
|and business will be the subject o 
ithe afternoon session, with O, B 
| Jesness, chief of agricultural eco- 
|nomics at the University of Minne- 
sota, as speaker. Results of a na- 
| tionwide survey on this subject un- 
|derwritten by farm paper publisher 
| will be presented, followed by an- 

nouncement of the results of a simi- 
|lar survey to determine what the 
|urban public thinks of advertising 
and business made by the Crossley 
organization. 
|. Considerable time will be devoted 
|to the presentation of the funda- 
;mental part which advertised 
brands play in the continuing 
|growth and development of Amer- 
ica. 

A reception will follow the ses- 
| sion, after which the annual dinnet 
will be held with Secretary Morgen- 
thau as the speaker. 

On Friday the meeting will break 
|} into roundtable groups for intimate 
| discussion of advertising media in- 
|cluding newspapers, magazines, in- 
| dustrial papers, and others. 


Os. 


IT TAKES TWO 9 
TO MAKE A SALE wy 


As well as an argument .. . 


Tampa and St. Petersburg, Flori: 
combined form ONE BIG URBA! 
MARKET, 


TAMPA - ST. PETERSBURG 


Tampa is one big wholesale cente 
Tampa has two big newspape 
BUT — Neither the wholesalers no: 
the newspapers can sell Mr. and 
Mrs. St. Petersburg. 


These people buy 37% of all me: 
chandise sold by the retailers co’ 
TAMPA - ST. PETE. They buy LES 
THAN 400 Tampa newspapers dail) 
They buy OVER 38,000 St. Pet 
newspapers daily. That's why ac 
vertisers must 


|| WORK BOTH SIDES OF THE STREET (BA 
IN TAMPA - ST. PETE. 


hee 


| ST. PETERSBURG NEWSPAPERS SERVIC 
BY Times Morning and Sunday + Independent 


THEIS & SIMPSON COMPANY, 


| JACKSONVILLE. FLA + V.J. OBENAUER, Jf 
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HIS is the lovely girl you saw silhouetted on 


the shore that last time you rounded Diamond 


Head. She, as all Hawaii, is longing to welcome 


you when peace returns... . 


Meanwhile there’s a war to be won and Ha- 


com. 
ania oll 
ll ° Page 
es Serv. 
apers of 


& Beld. 


waii, Pacific arsenal, is helping win it. Natural- 
ly Hawaii is a boom market—wntold thousands 


of service men, war workers, government em- 


ee, 


e pap ployes make it so. These mainlanders are news 
e 

enstein 

duction 

charge 

Jinegar 

equire. 

Session 
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and advertising conscious — they have been 
brought up with your products and your ad- 
vertisements. Recognition of Hawaii’s boom 
market will prove profitable to you now—and 
after the war. 


Honolulu Star-Bulletin 


Mainland Representative: O’Mara & Ormsbee, Inc. 
New York .« Chicago « San Francisco « Los Angeles 
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Up-to-the- 
Minute Data on 


ARRON 


Latest Beacon Journal circulation figures prove that 
Akron workers depend on their only Daily and 
Sunday Newspaper to form their buying habits. 


AKRON POPULATION FIGURES AS OF NOVEMBER |, 1943 


GREATER AKRON 336,000 
AKRON CITY ZONE... . . 372,000 
AKRON tracing rca... . . 929,000 


TRADING AREA 
NUMBER EMPLOYED ANNUAL PAYROLL 


Summit County Only Summit County Only 


(AKRON, 
BARBERTON, 
CUYAHOGA FALLS) 


158,487 ‘377,842,016 


AKRON BEACON JOURNAL NET PAID CIRCULATION, 6 MONTHS ENDING 
SEPT. 30, 1943 


DAILY ...125,851 SUNDAY... 112,678 


Reach and Sell tnis Rich Market completely and economically 
by using the 


AKRON BEACON JOURNAL 


AKRON'S ONLY DAILY AND SUNDAY NEWSPAPER 


Represented by: Story, Brooks & Finley 


New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta 


Study Sees Huge 
Postwar Chain 
Store Building 


New York, Nov. 9.—if the war 
ends in 1944, the nation’s chair 
stores will spend more than $500,- 
000,000 in 1945 to modernize thei 
stores, according to figures based or 
a recent survey by Chain Store Age 
and dealt with in a brochure jus 
released embodying its newly-com- 
pleted study of the chain store field 

Titled “Postwar Chain Store 
Building,’ the brochure points out, 
among other things, that hundreds 
of drug, variety, grocery, apparel, 
shoe, auto supply and other chains 
are planning new stores and evolv- 
ing new ideas in store equipment. 
The first year of postwar moderni- 
zation is expected to triple that of 
the last prewar year, says the study, 
and adds that should the war end 
later than 1944, the need for mod- 
ernization will be correspondingly 
greater since more stores will be in 
need of reconstruction, more equip- 
ment will be required to replace the 
outdated and outworn, and more 
new stores will be needed. 

The brochure gives a brief sum- 
mary of major chain store fields in 
addition to including a chain store 
marketing map. 


Blue Representatives 
to Meet in Chicago 


Representatives of the 169 sta- 
tions now affiliated with the Blue 
Network will meet Nov. 16 at the 
Palmer House, Chicago, for the first 
time since Edward J. Noble assumed 
ownership of the Blue, following a 
meeting of members of the Blue 


Network station’s advisory and 
planning committee the previous 
day. 

Besides Mr. Noble, executives 


who will attend the two meetings 
include Mark Woods, president, 
Edgar Kobak, executive vice-presi- 
dent, and C. P. Jaeger, who became 
network sales manager Nov. 1. 


Western Gets Horlick’s 


Horlick’s Malted Milk Corpora- 
tion, Racine, Wis., has appointed 


| Western Advertising agency of that 
city to handle its general advertis- 
ing, effective Jan. 1. Harry C. 


| 


Advertising Age, November | 19 


Phibbs Advertising compan ¢, 
cago, will continue to ha) 
company’s ethical advertisin 


on" 


WMT, 600 Kilocycles, Iowa’s best 
Frequency, gives complete and effective 
coverage of over 22,000,000 acres of 
America’s richest farm land. Program- 
med to please rural lowa, WMT has a 
faithful following of farm folks who 
today have more money to spend than 
at any previous time in their history. 
Plan your own post-war prosperity now 
with a schedule on WMT. 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS PS ave. a 
5000 Watts Day and Night - 600 K.C 


REAKING production ree 
has become a habit in: 
WMT Corn Country! lowa fj 
income topped the nation jy 
and is still soaring. Now, a { 
cast of a 635-million bushel , 
crop, the biggest in history, y 
lights the state as a “must” 
your radio schedule for now 

post-war. 

War contracts are big busines 
the WMT Corn Country, too, | 
they're overshadowed by farm 
come. So, if clicking cash regis 
are sweet music to your ears, t 
and sell the Corn Country nowo 
WMT and ring up the curtain of 
symphony of profit that may w 
cause a crisis in the over-wor 
lowa cash register repair busin 


A COWLES STATION 


WATERLOC 


Represented by the Katz ie 


RIDDER-JOHNS, INC. 
National Representatives 


342 Madison Ave., New York 
Wrigley Bldg., Chicago 
Penobscot Bldg., Detroit 
Dispatch Bldge., St. Paul 


St. Paul and Minneapolis 
Population 780,106 


es tite te] 


Tuars RIGHT! If you 
want to reach the people in the ST. PAUL 
HALF of the 9TH LARGEST MARKET 
in the U. S., you'll find them all in the Dis- 


patch-Pioneer Press carrier-salesman’s bag 


...and ONLY there. 


ONLY THE DISPATCH-PIONEER PRESS 
COVERS THE ST. PAUL HALF OF THE 
9TH LARGEST MARKET! 
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Who are the 3,000,000 


most important women 


in America today? 


Here’s the answer! A fast-growing media “Gold-Mine”. .. moderate 
in cost...with one of the most concentrated, specialized 
circulations in Standard Rate and Data today! 


the fact that there is a new, small, but 
hard-hitting media “gold-mine’’ grow- 
ing rapidly in the United States. 

The cost, per page per thousand, is moder- 
ate — in view of the market that it delivers 

The magazines themselves are not impres- 
sive — measured in terms of the mass millions 
of the big ‘‘general’” media. 

But the circulation is rich with “sales ore.” 
Concentrated! Specialized! For it goes directly 
to, and is read avidly by the cream of the 

3,000,000 most important women in Amer- 
a today.” 

These women are spending today $1,800,- 
000,000 in cash...this year, They are the 
women who are going to be the “backbone” 
of America’s sales for the next twenty years. 
Statisticians estimate that they will control 
the expenditure of $2,000,000,000 in 1944 
alone — spend $36,000,000,000 for soaps, 
food, clothes, cosmetics, drugs, decorations, 
household equipment, etc. . . . before 1964. 

But that is only half the story. 

These women are young, fresh, eager. Their 
uying habits are not yet crystallized. Every 

is still in the “period of accumulation.” 

very one is married, Their average age is 24 
and for the first time in their lives they are 
ily interested in advertising . . . have a spe- 
il reason for making up their minds now 
out the quality, and worth, of the things 
y buy. 

For each one of these women has just had 
baby, or is right now feeling within her the 
rrings of motherhood. 


Ties smart advertisers are waking up to 


7 7 7 


sterday a glass of milk, a pound of butter 
vas just that, and nothing more. 
Now they are foods weighted, freighted 
h importance. What is the butter content ? 
iat is the grade? What does pasteuriza- 
1, Vitamin content, real/y mean ? 
Yesterday, a breakfast food was measured 
her own pleasure. 
oday, its selection must be re-examined 
terms of health, digestibility, mineral and 
imin content — in terms of strong bones, 
wing bodies, healthy teeth. 
l'o the new mother, the mildness of soaps 
5 On new importance. 
lo the new mother, attics and basements 
already being re-examined — with an eye 
alterations. 
lo the new mother, vitamin tablets sud- 
nly loom as things of terrific importance. 
l'0 the new mother, drug budgets jump. 
To the new mother, life insurance takes 
1 new significance. 


Read these facts—if your product 
is one of the 59 listed below! 


Absorbent cotton 


Baby carriages Film 

Baby foods Games 

Baby oil Gelatine 
Baby powder Hand lotions 


Blankets 
Books for parents 
Bottles (nursing) 


Hot cereals 


Facial tissues 


Hospital masks 


Infant's wear 


6 hen GE, 


Brassieres Layettes 

Cameras Lamps (sun) 

Cod liver oil Life insurance Shampoos 
Cooking utensils Linoleum Sheets 
Corsets Malted milk Shoes 
Cosmetics Mattresses Shoe White 
Crackers Nipples Soaps 

Dairy products Nursery furniture Thermometers 
Diapers Orange juice Threads 
Diaper services Prunes Tooth brushes 
Disinfectants Radios Tooth paste & powders 
Drain cleaners Refrigerators Toys 


Dresses (maternity) 
Electric Heaters 
Evaporated milk 


Scales 


Sanitary napkins 


Sewing machines 


Vacuum cleaners 
Vitamin products 
Woolen yarn 


To the new mother, fruits take on néW 
meaning. 

To the new mother, sanitation assumes 
new significance. 

Blankets and sheets, books and crackers, 
refrigerators and disinfectants — today she 
looks at them all with new eyes ...a brand- 
new viewpoint. For her attitude of yesterday 
is gone. o ee 
Yesterday, there was no way that you could 
reach this “gold-mine’’ market. It was scat- 
tered. Submerged, here and there, in the 
media of the mass millions. 

True, you could buy the big women’s maga- 
zines. 2,500,000 circulation! 4,000,000 circu- 
lation! $8,000 and $9,000 a page. But these 
women were of all age groups —all stages 
of “habit patterns” and sophistication. 

Again — there were the parent magazines. 
But these, in turn, were not limited to the 
women who have just had babies —or are 
expecting babies now. 

Today, however, things have changed. The 
“BaBY Group” has arrived. It’s not “huge” — 
in terms of the figures in which you probably 
deal. Nor will it ever be. But it covers this 
“gold-mine”” market in a way it has never 
been covered before. Today, Standard Rate 
and Data lists eight of these specialized pub- 
lications. 


Oldest, biggest, and strongest of the month- 
lies — heaviest in advertisers, steadiest grow- 
ing — is BABY TALK MAGAZINE, With BAaBy 
TALK, published monthly, and two of the 
quarterlies, you can reach the “1,000,000 
cream” of these 3,000,000 new mothers. This 
33% is concentrated in big cities. This 33% 
spends the largest incomes, in the big shop- 
ping centers where your goods are sold. 


BaBy TALK alone reaches 540,000 different 
new mothers, each year. And its specialized 
circulation is ‘‘specialized again” — in still an- 
other way. Its readers are patients of the big 
city hospitals. The “well-off” subscribers to 
the “luxury” diaper services. Surveys, for ex- 
ample, in the New York area show that the 
average diaper service reader of BABY TALK 
belongs to an income group of $4,700 a year 

A guaranteed minimum of 150,000 copies 
of BABY TALK goes out each month — a total 
of 1,800,000 yearly. And since surveys show 
that it reaches 540,000 new mothers each 12 
months — out of the 1,000,000 mothers 
reached by the “Big 3” of the Baby Group, 
Baby TALK alone reaches approximately 54% 

Yet, the page rate of BABy TALK’s concen 
trated, specialized circulation is only $4.50 
per thousand. 


s 


An expenditure of $20,100 a year will buy 
a full schedule — of full pages — in the “Big 


5” of the Baby Group — for one year. This 
group delivers to you a total annual circula- 
tion of 2,700,000 copies. 

An expenditure of $8,100 will buy twelve 
full pages in popular BABy TALK MAGAZINE 
alone. 

Smaller advertisers are attracted by the fact 
that twelve full columns in BABy TALK may 
be bought for only $2,820 a year. Twelve half 
columns for only $1,440 a year. 
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Readership, naturally, in BABY TALK MaGa- 
ZINE is intense. Its readers weigh its words, 
heed its advice, in a way approached by few 
general magazines. This is understandable. A 
new, crying baby is at once a mother’s most 
precious, exciting, and safeguarded posses- 
sion, It opens up for her not merely another 
world — but a life in which her first steps are 
apt to be unsure. She is hungry for knowledge. 
Eager for information that will help her guide 
its training, safeguard its comfort and health. 

And each month, BABy TALK fulfills that 
function. Its pages, lucidly edited, written by 
top writers who understand the mother’s field, 
give her what she wants to know. Humor, 
charming illustrations, and the “light touch” 
do not obscure the wealth of fact — double- 
checked by doctors, approved by home econ- 
omists, scrutinized by trained nurses — before 
it goes to press. 

Its advertising columns counsel her as to 
the quality and worth of the goods she ought 
to buy. 

We do not claim that Baby TALK MAGA 
ZINE, or a combination of these books, will 
deliver the same “multi-million” advertising 
power as would a group of the big women’s 
magazines. Nor do we wish to. But what we 
do know is that every dollar spent in BABY 
TALK catches women in their most formative 
period, when buying habits, thought patterns, 
attitudes toward merchandise — all are under- 
going terrific changes. 

What is more, you approach them when 
they are in their greatest "period of re-evalu- 
ation.” You approach them in the medium 
that deals most closely with their baby. It 
forms a definite connection between your 
product, and its use in their minds with the 
new life that they are beginning to lead 
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SUGGESTION: |: 


1944 schedules con 
sider the value of advertising your product 1 
BABY TALK MAGAZINE, 420 Madison Ave 
New York 17, N. Y. A telephone call t 
PLaza 5-8388 will put one of our represent 
atives promptly at your servic 
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40 
Ontario Dailies Elect 


At the annual business confer- 
ence of the Ontario Provincial 
Dailies Association in Toronto, Roy 
H. Thompson, Daily Press, Timmins, 
was elected president and C. J. 
McTavish, Sun-Times, Owen Sound, 
vice-president. 


Adds Two Accounts 


Cleworth Publishing Company, 
publisher of Plastics World, has 
appointed Aldridge and Preston, 
New York, to handle promotional 
advertising. Prospect Leather Goods 
Company has also named Aldridge 
and Preston to handle advertising 
of the Mighty Midget wallet. Busi- 
ness papers and general magazines 
will be used. 


‘Erickson Joins NBC 


Rod Erickson, formerly with John 
W. Loveton, Inc., New York, has 
been appointed a program director 
with NBC, New York. Mr. Erick- 
son previously operated his own 
radio production agency in Harris- 
burg, Pa., and for two years served 
as assistant head of the radio de- 
| partment of Foote, Cone & Belding 
in charge of Lucky Strike programs. 


Two Name Remington 

| Crystal Research Laboratories, 
| Hartford, Conn., manufacturer of 
|radio communication crystals, and 
| Somersville Mfg. Company, Somers- 
| ville, Conn., maker of woolens, have 
placed their accounts with Wm. B. 
Remington, Inc., Springfield, Mass. 


Chicago Defender (Chicago) 


Michigan Chronicle (Detroit) 
Louisville Defender (Louisville) 


Los Angeles Sentinel (National) 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT - LOUISVILLE . LOS ANGELES 


Chicago Defender (National Edition) ; 
Los Angeles Sentinel (Los Angeles) 7 
Concentrated Negro Purchasing Power in above Markets '$517,558,434 ‘Annually 


GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


Paid Circ. Negro Pop. 
53,000 375,000 
- 76,000 
o «© «© « Saeee 193,000 
- 14,223 65,000 
12,000 100,000 
3,000 


Efficient Salvage Program 
W ould Ease Paper Shortage 


Ten Million Tons 
Wasted Yearly, 
Expert Declares 


[Editor’s Note: Efficient collection 
of waste paper can be of primary 
assistance in alleviating the paper 
shortage, in the opinion of P. M. 
Loddengaard, director, technical de- 
partment, Bulkley, Dunton Pulp 
Company, New York, the author of 
this article. Processes for making 
use of waste, both in the production 
of paperboard and printing papers, 
are at hand, he says, and the only 
real problem is to collect the 
10,000,000 tons of waste paper which 
now are lost annually. Steps toward 
increasing collection of waste are 
now being taken by various govern- 
ment departments and private agen- 
cies. If these steps can be acceler- 
ated, much of the paper shortage 
problem will disappear, the author 
believes.] 


By P. M. LODDENGAARD 


Since the recent discussions about 
re-use of old waste papers in the 
manufacture of newsprint, many 


° “Spots” 


Before 


Your Eyes? 


Put your spots before BUYERS—in prospect-rich 


Tacoma. 


Remember that the 


Tacoma 


market 


demands complete, concentrated LOCAL spot 
coverage—a fact proven by many a local Tacoma- 
Seattle advertiser* who buys KMO, Tacoma, in 
addition to his Seattle radio schedules. You've got 
to tell and sell Tacoma LOCALLY—and that 


means on KMO, dominant radio voice 


Lower Puget Sound area. 


*Names and data on request 


in the 


r 
+e 


WASHINGTONS 


Tacoma 


town’ now! 


is more than a 
Forest products are 
still important, yes—but low power 


“lumber 


questions have been asked about 
de-inking. 

“How can it be done? 
the best method? Is 
ical?” 

The answers to these questions 
can all be given, but they are un- 
important at this time. 

If you want an omelet you must 
first have an egg. 

The big problem confronting pub- 
lishers today is not the question of 
whether we can print on paper that 
has been made from re-worked old 
papers. It is, “How can we make 
more old papers available to the 
newsprint mills?” 

We must recognize the fact that 
at least 10,000,000 tons of waste pa- 
per are now being destroyed each 
year. 


What is 
it econom- 


What the Statistics Show 


In order that there be no question 
in anyone’s mind about these figures 
let us briefly cover the statistics for 
1942. 

We produced 16,522,000 tons of 
paper and paperboard and_ *re- 
claimed 5,480,000 tons of waste pa- 
per. Incidentally, our production 
was greater in 1941. 

These figures show that 11,042,000 
tons of waste paper are unaccounted 
for. 

Some people argue that we ship 
large quantities of paper out of the 
country. Let us accept that as true. 
We produced 7,600,000 tons of pa- 
perboard in 1942. Inasmuch as most 
of the export tonnage is carried in 
boxes made of board we shall as- 
sume that one-half of our board 
production may have gone out of 
the country. 

We know that is not so, but for 
the purpose at hand, we shall as- 
sume it might have been. There- 
fore, we can subtract 3,800,000 tons 
from the 11,042,000 and we sstill 
have 7,242,000 tons of waste paper 
not reclaimed. 

Our known consumption of news- 
print was 3,815,000 tons. Seventy- 
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1943 
five per cent of this quantit War 
imported, making 2,861,250 t ns . 
be added to the 7,242,000 or « to}, 
of 10,103,250 tons of waste payer 


All Available for Re-us, 
This is all available for e.,, 
merely for some intelligent 4o4;,, 
on the part of those of us 
interested in using, to the 


I Vv 

our available raw material. : 
Much of what is written | ere ;. 
perhaps already known, but had 
to be set forth as the foundat on ¢. 


what is to follow. 
Before going further, w: 
touch briefly on some more } istor 
At no time have the big c 
ers of waste paper re-used mp, 
than 35% of our paper and }y 
production. 
There has never been an over-y) 
shortage of waste paper. 
Every so often we would 
peaks and valleys in the price 
ture as well as the “flow” o 


pic. 


Waste 


paper. Notice: the flow, not the 
supply. 
The “flow” stopped frequently 


due to a breakdown in the collec. 
tion machinery which was contrib- 
uted to by the normal methods of 
purchase. There has been either g 
feast or a famine in the flow of 
waste paper due, in part, to the fact 
that only one-third was needed ang 
the balance allowed to be destroyed 


How Flow Was Interrupted 


Early in 1942 there was some ap- 
prehension about the supply of 
waste paper. A campaign was 
started to increase its flow into the 
consuming mills’ warehouses. The 
campaign was successful. Every. 
body and his brother responded by 
saving waste paper. The flow be- 
came greater than the current con- 
sumption and the consumers began 
to refuse to accept it at any price 
In the fall of 1942 baled mixed pa- 


ARE YOU SELLING THEM EFFECTIVELY 
. 


You should have ex pert counsel 
on how to reach the growing 
$7 Billion Negro Market. Consuli- 
. 

DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
545 Fifth Avenue + New York, N Y 


| OUT OF 


EVERY 10 
AMERICANS 
IS A NEGRO 


many 


Post War Markets are 


INVESTIGATE the 


The Diesel engine can be adapted to any type of work 
requiring cheap, dependable 
engine and equipment 
sufficient to keep busy for years after the last shot ™ 
this war has been fired. 


Factories will turn to the Diesel to cut power cost» 


thousands of Diesel vessels will sail the seas . . 
of-thousands of Diesel trucks and buses will crowd the 
highways. The day 
day of the new Diesel era—in the mines . . . © 
farms .. 
wide world, too. 


Diesel Market 


power. Consequently, Diesel 
7 


turers will have orders 


power stations will be Diesel-powered station: 
tens- 


Peace is declared will be the > 
the 


. im the air . . . all over the U.S.A., ané the 


rates have brought Tacoma a grow- 
ing Electro-Chemical and Electro- 
Metallurgical industry. That means 
bigger payrolls, 
—always! And 
“Plus-Value’” of McChord Field 
and Ft. Lewis—both just a few 
miles south of Tacoma. 


The demands of the Diesel industry for a thow + 
and-one different materials and parts to be used © 
engines themselves, and in auxiliary equipment, for ~*'* 
tenance and repair, make it possible for hundre 
manufacturing companies to participate in the |)" 
market for the first time. To profitably ‘tap’ thir 
ket is a simple matter through the advertising per 
the only ABC magazines in the Diesel field. 


today—tomorrow 
don't forget the 


DIESEL POWER AND DIESEL -‘TRANSPORTA 
MOTORSHIP 


Together they reach each month an unrivaled av 
of key Diesel men numbering 


han 14,500 


More t 


a blanket coverage of the marine, stationary, auto: 
and aviation Diesel fields. Find out all about 

writing for the latest ABC statements of both MO 
SHIP and DIESEL POWER AND DIESEL TE 
PORTATION, and a detailed analysis of the Pos 
Diesel Market, prepared by our Washington correspo’ 


Carl E. Haymond, Owner 


_ TACOMA, WASHINGTON'S 
ONLY NETWORK STATION 


Represented by 
Joseph H. McGillvra, Inc. 


5000 Watts 
Mutual-Don Lee 


DIESEL PUBLICATIONS, INC. 


192 LEXINGTON AVE., NEW YORK 16, N.Y. 


ae 


And for Central Washington - Buy RIT, Yakima 


- ier 


| 
ee 
ee 
: ; 
££ nn 
\ on 
Ten 2 . a, 
gs sre | an 
za . St ue | 
Bx = (( ao | © 
Wa] —I 
S Z Pr | | | 
lS A uy rn rar rt 
KMO 
Tacoma’ 
a 
| i irr tsi eC lmdzTCtiCSazSCi;a‘C ‘CNN 
tc tC‘ 
ee ‘ a 
fs wd 
“tO — | —— 
pb o 
ws 
—_ A =a 
Ce Go| 
Sage d 2 
SS a 
po Pe eC 
ee C(t 
| | 


15, 1943 sertising Age, November 15, 1943 41 
2 Was ' were being offered for less|paper consuming mills. We know|The reason may be found in the!cause most of them could use the) files from many mill operators who 
i. = , the cost of baling and han-j|also that much mixed paper is be-|fact that OPA price ceiling mrad me og and would be willing to! indicated their willingness to coop- 
q Lot g. |ing destroyed. mixed papers is $14 and on news-| continue paying the present $50 fig- 
er, his could not continue indefi- We know that newspapers can be| Papers it is $15 per ton, while the | ure. When they ask for chip today KR I 
IS) ly. Many dealers could not| de-inked and remade into news- | cealing on chipboard is $45, and on|and are told they will get news be- _ __ bigtenge ee st ae ae 
| rd to pick up materials they) print. peng sboard for similar quantities $50| cause chip is not available, no one ' 
em, id not sell. The “flow” slowed| We know that we can use old| per ton. | complains. 
: " n but demand for boxes and| newspapers without de-inking in| Chipboard is made from mixed| If, on the other hand, the WPB 
at er papers made from waste con-| proportions up to 20% of the total| papers and simple arithmetic will} should prohibit the manufacture of 
M0s ied. Labor drifted into more|raw material used in the manufac-|show a $4 differential in favor of |newsboard with no revision of price 
er le — = | grec : + cana | ture . newsprint. newsboard. | upwards on gies Ago Nason STUDIOS INC. 
red had to find ways of destroy- At the present time all of the sal- . |be a loud and justifiable howl from 
- ‘it either by burning or dump-|vaged nana is being consumed by Raise Price of Chipboard all board ieaanaiadinarete, 540 N. MICHIGAN AVE. » CHICAGO 
1 Lor f others and much will have to be di- If a readjustment upward on the} Board mills are just as much in- WHltehall 5355 
2 tos nventories of waste paper began | verted to the newsprint mills if we| price of chipboard was made, I feel| terested in a free press as anyone 
Pr drop at the mills of consume:s.| want to prevent further cuts in pro-|sure the board mills would volun-| else and I know enough of them to| 
coe, e ceilings were finally reached | duction. tarily give up old newspapers so/|be abie to say confidently that they 
= aed nost grades at the beginning of| This is where WPB and OPA may |that the newsprint mills could con-| would be more than willing to co- 
cei 3. It was evident to some peo-| have to review some of the present/|tinue their production of paper for | operate in an effort to redistribute 
os that some intelligent action must | price ceiling setups. our newspapers and other peri-|the raw material where it will do| 
overcal taken to prevent depletion of re-| Board buyers find it practically | odicals. the most good. | 
es completely. impossible to buy chipboard today. No consumer would be hurt be- There is correspondence in my | 
1d find WPB Slow to Act 
© pi 
L Waste arly this year a request WaS| S]ur a eh -_ Jot es See Wits: Te ee ee 3 
not the mode by the Chicago Tribune to the| © aENEEEnNInEn : Pate eee, a i LD 
w?B for permission to use a small . ¥ ‘ 
waaay quontity of old newspapers in the ‘ ; <3 > 
collec. monufacture of newsprint. They ; : : 
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; began new. It is not the result of the war. : 
y price This has happened many times in places where otherwise there would be no protec- 
ced pa- the past. It was always corrected — an ol 
——— by offering more money, temporar-| & tion from the elements. 
CTIVELY ily, and attracting more collectors 


into the waste paper business. This 
counsel cannot be done legally at this time ‘en 
inst due to the OPA price ceilings. 


Again American Industry finds a way of doing 
an important job better and faster ! ! 


This brings us to another phase ge 

_ of the problem of how we are going — eas 
a to prevent further cuts in news- ead 7 w: 
zation ° 4 ia 
Rene print to the publishers. SPM a5, 
» Research - * 
fork. NY We know that a large percentage * a j ' 

of the 3,815,000 tons of news is find- 

ing its way back into the waste 


NEW BEDFORD 


* MASSACHUSETTS * 


POPULATION 


1940 Census 110,341 
1942 Local Assessors’ 
Check 115,057 
Sales Management's Estimate 
August |, 1943—115,000 
RETAIL SALES 


Sales Management's 
Estimate ‘43 $58,967,000 
7.8°/, Increase Over 1942 
BUYING INCOME ~~ 
a Sales Management's UP ® 


~~ CONSOLIDATED (222d PAPERS 
AT UNCOATED PAPER PRICES 


on Estimate ‘43 $137,789,000 


 s > Increase Over 1942 
on the 
and the 
BANK DEPOSITS In America’s March to Victory tradition after great publications help sell war bonds and thus 
rr ‘| July 1943 $109,191,328 tradition has been shattered to speed up some aid materially in providing the sinews of war. 
ire “a ' leg of 31%, vital task or do it better. Consider, for instance, Paper is a basic essential in all magazines, and 
his = another outstanding _— achievement ere that to obtain the most realistic reproductions of the 
ae AYROLLS of our National magazines in picturing the history- photographs for which the camera men daily risk 
-_ Fost 6 Months 1943 making CUENTS OUETIORS « + « and a earlier devel- their lives, publishers turn to coated paper. To be 
‘ er Same Period 1939 l|P opment which makes possible the widespread practical for publications with circulations run- 
o Increase, and use of coated paper. ning into millions such paper must be low in price. 
_ 9°, Ahead of 1942 With vivid photographs and stories from all Consolidated Water Power and 
over the world, magazines take us right along Paper Company is proud to assist in 4 
th M A RKET with our men. Thus magazines are a tremendous this vital work by providing coated FAMOUS BRANDS 
force in building morale and in emphasizing the paper, manufactured so speedily and 
—_— MASSACHUSETTS | necessity of keeping production lines moving. economically that it costs no more, and pRODUCTION GLOss 
4070 %- OVER 208,000 PEOPLE By keeping enthusiasm at a high pitch our insomecases less, than uncoated stock. 
TRA" ‘ . r MODERN Gi GLOSs 
et -- Circulation - - 


CONSOLIDATED WATER oe & PAPER COMPANY 


MAIN OFFICES SALES OFFICES 
WISCONSIN RAPIDS, WISCONSIN 135 SO. LA GALLE ST., CHICAGO 3 
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erate in a similar situation about 11 | 
years ago; the same men are still in| 
the saddle today. 


This brings us back to the amend 


- M~.P. 


or. 23| Y 
_ HEADQUARTERS 


Le 


! 
5 
, 


N 
‘ 
we, 
= 
y \ 
. | li 


“Listen, Buddy—if you don’t stop 
signing off ‘WFDF Flint Mich- 
igan, you'll be transferred from 


M.P. to K.P.” 


and the responsibility of the press. 

Some mistakes were made in 1942 
and different ones in 1943. They are 
behind us. On one of our public 
buildings in Washington is the in- 
scription: “History is Prologue.” 

Therefore: Inasmuch as the pro-| 
logue has been read, we can go on 
with the rest of the program. 

The program must take into ac- 
count: 

(1) The immediate need for re- 
selling the public on the necessity 
of complete reclamation of every 
available piece of paper. The need 
for this is very evident due to the 
resistance on the part of the general 
public brought about by their mem- 
ory of the failure on the part of the 
paper mills to accept the material 
which the average householder 
saved. This mistake must. be 
acknowledged and the whole story 
told to the public, rather than 
merely a statement that the stock is 
necessary for the war, etc. 

It is perfectly natural for all of 
us to be ready to help anyone who 
has admitted a mistake, and I am 
sure the general public would re- 
spond much more readily if these 
past errors were admitted and some 


assurance given that the material 
saved will be actually accepted and 
used, 


Must Handle Waste, Anyhow 


(2) The fact that most of the 
paper which is now being destroyed 
is being picked up and handled by 
someone. For example, the sanita- 
tion departments of the various 
cities are carrying thousands of 
tons to the city dumps and inciner- 
ators. Much of this material is now 
mixed up with garbage, ashes and 
other rubbish, making it very diffi- 
cult to reclaim. Inasmuch as the 
responsible heads of various munic- 
ipalities are able to issue edicts or 
enforce existing ordinances, there 
seems to be little excuse for a con- 
tinuance of this wasteful practice of 
mixing all kinds of things at the 
source instead of requesting separa- 
tion by the producers and then de- 
livering the various types of refuse 
to the places where it could be most 
economically reclaimed. This pro- 
gram must not stop just as soon as 
the flow catches up with the current 
consumption. 

(3) We can accept a much greater 
percentage of salvage now than ever 


before due to the fact that 
mills are going to use more and 
more waste paper which will pro- 
vide an outlet for a much longer 
period than normal. 

(4) Even though the war should 
be over tomorrow, our program 
calls for a continuing supply of ma- 
terial from this country until such 
time as the devastated regions can 
be rehabilitated. 


Need Help of Press 


(5) The newspapers and period- 
icals of this country which are most 
vitally concerned about the pro- 
jected reductions in their paper 
supply, can help themselves, and at 
the same time help the entire fiber 
consuming industry by using the 
persuasive powers which they have 
to their fullest extent. If a free 
press wants to justify itself as a me- 
dium through which the public can 
be kept informed, not only of the 
activities of its government, but also 
of the responsibilities of citizenship, 
this is their opportunity to do it, by 
getting behind this salvage cam- 
paign in a manner that only the 
press can do. 
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Middertisers, Agencies and Publishers May Submit Entries 


Contest Closes January 31, 1944 


Pot ee 


A. B. P. CONTEST Open For Best Use 
of Business Paper Advertising in 1943 


SECOND ANNUAL BUSINESS PAPER 
ADVERTISING COMPETITION 


. This competition, initiated last year by Chicago Business Paper Publishers, enables 
A.B.P. to pay its respects to those advertising men who the judges decide have made the 
most effective use of business paper advertising in 1943. 


Ever since A.B.P. started its Tell All campaign in 1939, we have watched with great 
interest the advertising appearing in member publications. It is particularly gratifying 
to note the decided increase in helpful, informative copy addressed to business paper 
readers. The reason we prepared such books as “Tell All,” “A Guide to Effective War- 
Time Advertising,” and “How You Can Help Your Retailers Solve Their War-Time 
Problems,” was to help advertising men make the most effective use of the space they 
buy. Today, with the critical shortage of paper, it is more important than ever that each 
advertisement be given an adequate and specific job to do and that the copy tell all that 
the reader must know for the ad to accomplish its objective. If you would like to see 
examples of how some industrial and consumer-goods manufacturers are advertising in 
wartime, and have not as yet received a copy of the “Guide” or the “Retailer” book, check 
the coupon below. 


2 Entries, to be based 
not later than January 


ing broad classifications 
facture. 


hotels, etc. 
Merchandising Papers: 


Professional Papers: 


1 The award is to be 
opinion of the judges, makes the most effective use of his advertising 
in business papers by means of adequately informative copy, pertinent 
illustration, and efficient use of the space. 


CONDITIONS OF THE COMPETITION 
The Following Rules Will Govern the Award for the Most Effective Use of 


Business Paper Advertising in 1943 


given annually to the advertiser who, in the 


on campaigns run in 1943, must be submitted 
31, 1944, 


Campaigns may be submitted direct by advertisers, their advertising 
agencies, or by publishers. 

Entries should be confined to those business papers listed in the Busi 
ness Paper Section of Standard Rate & Data, and covering the follow- 


industrial Papers: Business publications covering all lines of manu- 


Institutional Papers: Business publications covering hospitals, schools, 


Business publications covering all lines of 


distribution of merchandise for resale, through dealers, jobbers, etc. 


Business publications covering all professions; 
architectural, legal, medical, etc 


JUDGES 


ELON BorTon, Adv. Mgr. 


LaSalle Extension University 


Joun E. Erickson, Vice-Pres. 


The Caples Company 
KeITn J. EVANS, Adv. Mér. 
Joseph T. Ryerson-Inland 
Steel Co 

J. W. Frieiscn, Adv. Mér. 
A. Stein & Company 
OAKLEIGH R. FRENCH, Pres 
Oakleigh R. French & Assoc 


FRED I. LACKENS, Adv. Mgr. 
Heys Corporation 
Homer McKee, Acct. Exec 


Kuche, Williams & Cunnyngham 


. 
>. 


The Associated Business Papers 
“/{D)\ 205: EAST 42ND stReET 


lates 


oe 


Kcchertentee 


Inc. 


A-B.P. ADVERTISING CONTEST 


Keep your entries simple. No extra credit or consideration given to 
Entries may be submitted bound in tear 
sheet or proof form and, if mounted, margins should not exceed one 


elaborate presentations. 


inch all around. 


Each campaign must be accompanied by a brief statement on adver- 


tiser’s or agency's letterhead, giving: 


(1) OBJECTIVE OF CAMPAIGN. 


(2) 
(3) 


RESULTS OBTAINED, 


3 Presentation of the award will take place some time during the 
month of March, 1944. The award will consist of an original design 
by an artist of standing and will be executed in plastic or other non- 


critical material. 


4 The judges, who are leading advertising managers and agency men 
especially qualified by knowledge and experience to pass on the merits 
of advertising campaigns in the business paper field, are authorized, 
in addition to making the major award, to issue certificates of merit to 
such other entries as they deem particularly worthy. 


“A Guide to 


ae om + 
War-Time 
Advertising” 
: Name__ 
rl " Company 
NEW YORK i 
eee a ere ee vow Street 


City & State 


LIST OF PUBLICATIONS USED. 


I THE ASSOCIATED BUSINESS PAPERS 
Dept. 45, 205 E.42nd St., New York 17,N.Y. 


Please send my FREE Advertising Aids 


checked below: 


| “How You Can 


Help Your Re- | 


tailers Solve 
Their War-Time 
Problems” 


ew 


more | 


Advertising Age, November 15 


AFM Ends Case 
in Disk Dispute 


New York, Nov. 9.—Th 
Labor Board panel which ha_ hee, 
hearing the controversy be wee, 
the American Federation of ys. 
cians and RCA Victor, NBC R. corg. 
ing Division and Columbia R org. 
ing Corporation, adjourned toda 


1943 


| until Nov. 17, after the AFM com. 
pleted its case. 


In the meantime both side: wi 
be given the opportunity of r: view. 
ing their presentations and 1. pre. 
pare summations when the pan, 
reconvenes next week. The pang! 
also will study the evidence syp. 
mitted by the disputants and, ¥ 
necessary, will request many of ¢} 
principals to submit additiona! da; 

However, following last k 
announcement by David S irnogf 
president of RCA, that he, W illia; 
S. Paley, president of CBS, ang 
AFM President James C. Petri] 
would get together shortly, the 
trade is speculating as to whethe 
these three key men in the disk dis. 
pute will arrive at a mutual 
standing and break the deadloc} 
obviating any further argum 
before the WLB panel. 

Last Friday the three held a 
closed meeting in Mr. Petrillo’s of. 
fice, sans lawyers, after which Mr 
Sarnoff declared that “some prog- 
ress has been made” (AA, Nov. 8 


Lady Esther Begins 
Newspaper Campaign 

Lady Esther Ltd., Chicago, 
released its first advertising throug! 
its newly-appointed agency, the 
Biow Company, New York, wit 
initial copy for its face cream and 
powder appearing in newspapers on 
Oct. 31 and scheduled to rw 
through the rest of the year. 

Advertisements of 330 lines are 
appearing in about 150 newspaper: 
in 125 principal cities across the 
country on a_ twice-weekly basis 
with some papers getting three in- 
sertions per week. The agency is 
currently working on a magazine 
schedule for the client. 


McGraw-Hill Adopts 
New Trim Sizes 


McGraw - Hill Publishing Com- 
pany has adopted new trim sizes for 
its publications, effective with Janu- 
ary, 1944, issues. Exceptions are 
Construction Methods and Elecirical 
Merchandising, which will remain 
as they are. 

There will be no change i: 
size of the type page, but 


the 
bleed 


plates will be smaller. Business 
Week’s new size will be 8% x ll 
(bleed plate size: 8% x 11%). All 


other publications (except as noted) 
will be trimmed to 8 x 11% (bleed 
plate size: 8¥% x 11%). 
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DAILIES CHOOSE 


Did you know this family secret? 


All cheve plumes, 2s weil as dhe PT 
se 60 che seme teamsly tow chery re 


4 with precasem bwitt engines by Pechord 


oe 
Pactard marine engine « gem cher FAST 


PACKARD 


PRECISION -BUILT POWER 


BACK THE ATTACK WITH WAR BONDS! C0: bos ore Ayhoiny fer pow help chem 
be haachout pum! The mare Gunde rou buy. the quater nee 


Packard Motor Car Co. scheduled this 
copy in newspapers of major cities 
throughout the country during the War 
Chest drive, Nov. | to 16. Newspapers 
were given a choice between the war 
bond appeal and a plug for War Chest 
contributions at the bottom of the ad- 
vertisement. 


Elect New Officers 


Roy L. Kerr, Dixie Contractor, 
Atlanta, Ga., has been elected presi- 
dent of Associated Construction 


Publications. Other officers are 
Richard Mertz, Michigan Contractor 
and Builder, Detroit, vice-president, 
and W. A. McDonald, Texas Con- 
tractor, Dallas, secretary-treasurer. 
The association consists of 11 re- 
gional construction papers. 


School Plans Drive 


Voice of Prophecy Inc., Washing- 
ton, is planning an extensive na- 
tional advertising campaign in the 
near future for its “Free Bible Cor- 
respondence School.” George C. 
Hoskin Associates, Chicago, is the 
agency. 


FOR VISUAL 
PRESENTATION 


to All Concerned 


ISUAL presentations to all depart- 
ments are easily accomplished with 
\-PE-CO photo-copies. All have the 
same photo-exact information. Layout 
ideas are photo-copied in faithful detail. 
Testimonial letters, in A-PE-CO photo- 
copy form, are distributed economically 
to the sales force. Let us show you how 
easy it is to make A-PE-CO photo. 
copies. This small investment pays big 
‘ dividends. Ask us to show 

you, 


‘ 


95500 | = 
Do You Need 


Extra Copies of Charts? 


y ad-men need extra copies of 
‘hs and other diagrams for presenta- 


to clients and prospects, A-PE-CO 
lo-copies give them  photo-exact 
ies quickly of anything written, 


nted, drawn or photographed. 


'E-CO photo-copies direct from blue- 
ints, 


0 Camera—No Film — Easy to Use 
y employee quickly becomes expert. | 
\-PE-CO on any desk or table. No} 
‘ing parts. Saves other equipment. 
serves man-hours. Low cost per 
Lowest investment in equipment. | 

all the facts. Immediate delivery. 
resentatives in principal cities and 
ida. Write for A-PE-CO folder. | 


\MERICAN PHOTOCOPY EQUIPMENT CO. 
N. Clark St., Dept. GA-i!, Chicago 14, III. 


4 + a Fight WITH WAR BONDs 


Holds Food Field 
Is Not Alert to 
Package’s Value 


New York, Nov. 10.—Only a few 
food manufacturers have appre- 
ciated the merchandising potentiali- 
ties of their packages under modern 
conditions of self-service operation, 
L. A. Johnson, operator of a chain 
of supermarkets in upstate New 
York, told a luncheon meeting of 
the American Marketing Associa- 
tion yesterday. 

The ideal container, he said, 
should include an “action” picture 
of the product it contains and a 
brief textual explanation of its pur- 
pose “to provide a salesman on 
every label.” 


Citing actual sales experience in| 
his own stores, Mr. Johnson de- 
clared that a number of established, 
old-line products already were 
“dead as dodoes” because of their 
ineffective labels. Although still | 
moving from the shelves because of | 
the support of national advertising, 
the products would sell in far 
greater volume if their labels were 
improved, he said. 

Among the newer products, par- 
ticularly soybean flours, Mr. John- 
son explained, some manufacturers 
also are overlooking the importance 
of proper labeling. 


Pictorial Value Important 


“Those few customers who bother 
to pick up the unattractive packages 
of these manufacturers actually ask | 
us ‘What is this? What’s it for?’| 


I say such a situation is fantastic | 
in these days of ‘modern merchan- | 


dising.’ 
buying such unattractively 
aged products. We can’t afford to.” 

In addition to an _ attractive 
pictorial presentation of the prod- 
uct’s function, the label’s text 
should subordinate the manufac- 
turer’s name to that of the product 
itself, and the manufacturer’s trade 
symbol also should be kept in the 
background, Mr. Johnson declared. 
Recipes printed on the package are 
very desirable and are a strong 
factor in “selling” after the package 
has overcome the initial hurdle of 
actually being examined by the 
potential purchaser, he said. Too 
much textual material on the pack- 
age, however, defeats its purpose, 
Mr. Johnson explained, adding that 
a special place should be provided 


Of course, we usually avoid | deface 
pack- | label. 


43 
for writing in the price so that gro- 
cery clerks will not be obliged to 
an otherwise _ satisfactory 


Original mirror 
of Washington 
moves and measures 


Choose the 
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Labor and a Year-round 


Mild Climate Speeds the Growth of the 


ee 


New Orleans and its busy hinterland is alive 


with new industries, many of which operate 


the year-‘round in the outdoors. 
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It is America’s No. | Green Pasture. 


1S BEING BUILT TODAY . 


Those who are thinking ahead to the post- 
war future are cultivating this rich market. 
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44 
Joins Ferry-Hanly 


Harold Hazelton, for the past 
eight years with Montgomery Ward | 


& Co. in Chicago and New York, has | 


joined the copy staff of Ferry- 
Hanly Company, New York. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


*k & THE & * OE 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


charge their war responsibilities, the 
processors urged that “in order to 
manufacture the processed food 
| products required for war purposes 
and civilian use the industry must 
have all the means practically | 


\. 
in Price Program 
necessary to do so, including man- 


at GMA Meeting 
10.—Functional | power, equipment, materials, sup- 


New York, Nov. 
markups through distributive chan- | plies and transportation.” 
nels and price ceilings at the source 
on basic foods were advocated here | Suggests Research Group 
last week as the basis for a sound At the business sessions of the| 
program of war food control at the! manufacturers’ group, Charles Wes- 
concluding session of the war con-|jey Dunn, general counsel for GMA, 
ference of the Grocery Manufactur- | recommended that the industry es- 


‘Demand Revision 


| Pound. first vice-president; 


ers of America. 

While the manufacturers rejected | 
the Administration’s proposal for an | 
expanded subsidy program, they | 
urged a more concrete governmental 
policy affecting major objectives of 
the war food program, broader pow- 
ers for the War Food Administration 
and heard a recommendation for 
creation of an economic council to 
direct a study of food economics. 

The food manufacturers lashed 
out at a war price control of proc- 
essed foods through subsidies and 
advocated a control policy based on: 

1. Price ceilings on basic products. 

2. Limitation of ceiling control to 
the original sale of such products 
with ceilings calculated on the nor- 
mal basis of a reasonable relation 
between cost and price. 

3. Regulation of resales of such 
products on the traditional basis of 
a fair markup. 

Pledging their “best effort” to dis- 


| tablish an economic research agency 
to perform, in the field of economics, 
a research function similar to that 
afforded in the field of nutrition by 
| the Nutrition Foundation. 
Discussing postwar planning, he 
contended the food industry will 
find itself in a relatively favorable 
position after the war, with a mini- 
mum of reconversion problems and 
a substantially broadened market 
for its products at home and abroad. 
Chester Bowles, administrator, 
Office of Price Administration, 
warned that failure of the anti-in- 
flation drive would precipitate seri- 
ous repercussions in the national 
| economy. He also urged the food 
industry to extend continued coop- 
eration in the price control program. 
Paul S. Willis was reelected pres- 
ident of the processor group for the 
coming year, and Charles Wesley 
Dunn reappointed general counsel. 
W. R. Barry, General Mills, was 


HAT’S A one-dollar question, friend. 

There’s only one 50,000 watt station 
north of Los Angeles, south of Seattle, 
west of Salt Lake and east of Moscow. 

KPO’s 50,000 watt beams climb our 
man-sized mountains like nothing at all 
... sound your commercials nice and 
clear in homes throughout the Central 


Pacific Coast market. 


And folks out here like NBC’s star- 
studded programs. They like KPO shows, 
beamed from our own Radio City .. . 


tHe BIG stration 
A 


SERVICE OF THE RADIO 


MARKET TIP 


San Francisco Bay Area has doubled 
payrolls over 1942, is now first in rate 
of population increase of all American 
metropolitan markets. 


unbelievable 
the 


OF 


Standard Hour, Farmer’s Digest, Haw- 
thorne House, to mention only a few. 


Yep, long-established KPO offers you 


than ever area of 945,000 radio homes. 


NORTHERN CALIFORNIA 
CORPORATION OF AMERICA 


“How'll | reach with 
one package not 


selling power in this richer 


t LI 
SS 
SS 


Represented by NBC Spot 
Sales Offices New York 
Chicago « San Francisco 
Boston + Cleveland + Denver 
Washington + Hollywood 


Pound, Kraft Cheese Company, sec- 

|ond vice-president; and O. E. Jones, 
Swift & Co., third vice-president. 
B. E. Snyder, R. B. Davis Company, 
was elected treasurer and Guy 
| Sharpe, Beech-Nut Packing Com- 
pany and B. C. Ohlandt, Grocery 
| Store Products Company, were re- 
bes ym chairmen of the legislative 
and merchandising committees re- 
| spectively. 


Fair Trade Needed 
More Than Ever, 
John Scott Says 


New York, Nov. 10.—Established 
brands and trademarks need more 
than ever the protection of fair 
trade laws which exert a stabilizing 
influence in merchandising, John W. 
| Scott, president, American Fair 
Trade Council, said here last week 
at the association’s annual meeting. 

Although the principle of resale 
price control has been ratified by 
Congress and the legislatures of all 
but three states, Mr. Scott empha- 
sized that there are still professional 
economists in influential places who 
do not subscribe to, or understand 
how fair trade makes for “stabil- 
ized, known, fair values and gives 
the consumer, all things considered, 
lower rather than higher prices.” 

The American Fair Trade Coun- 
cil was organized to help owners of 
trademarks and brand names by 
acting as a watchdog, a clearing 
house of information and spokesman 
for the general cause of fair trade. 
It is the outgrowth of the move- 


ment which has resulted in the 
passage of the state fair trade laws 
and federal Miller-Tydings En- 
|abling Act. 


Joins McCann-Erickson 

| William A. Fricke, formerly as- 
| sistant secretary, American Associa- 
tion of Advertising Agencies, has 
joined McCann-Erickson, New York, 
as a space buyer. 


Advertising Age, November 15 


1943 


Pabst Gives Boo | 
to Harried Hote’ ; 


Chicago, Nov. 12.—Griping 
of hotels will be given f 
pointers pro and con next JV nga, 
when Pabst Sales Compan) 
another full-page advertisen 
124 newspapers. througho, 
country, headlined “How to 
hotel clerk’s day (in five ea 
sons).” 

The copy, scheduled by Pz \st », 
behalf of the nation’s hote | x. 
minds travelers that alm 
hotels are jammed to capacit: the, 
days and that there’s a tren 
searcity of trained help. W 
problems are affecting every , 
of hotel operation, the bee 
ducer points out, in seeking a 
public understanding of the 
tion. For its part, Pabst say., 
trying to distribute Blue 
beer fairly to all retailers ang 
if hotels don’t happen to hav 
hand, “order some other goo: 
won’t you?” 

Distributors are told that 4 
vious advertisement, “How to mak, 
an enemy of your waiter,” brough; 
in a heavy response of appreciative 
letters. They are offered  smajj 
booklets and 17x24” blow-ups of the 
message for use in hotels. Pabg 
warns, however, that there is , 
paper shortage and that only neces- 
sary amounts should be ordered, 

Warwick & Legler, New York 
handles the account. 


‘Hotel Monthly’ Raises 
Advertising Rates 


Hotel Monthly, published by Joh; 
Willy, Inc., Chicago, has increased 
its advertising rates, effective Dec 
15. Cost of a single page, for less 
than six times, has been raised from 
| $150 to $200, and the 12-time page 
rate will hereafter be $150. 

Contracts received before Dec. 15 
will be accepted at the current 


schedule for all advertising to be 
| published- between now and Octo- 
|ber, 1944. 
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brought THE BRANHAM COMPANY 
eclative —__—— 


| small This is the way Ed Johnson of The Bran- 


s of the ham Co.'s Chicago office announced his 

Pabst HB engegement with Uncle Sam at Fort 
re is a Sheridan, Ill., Nov. 13. 
y nece 
Jered, 
' Yor, I Booklet Issued 
’ to Aid Owners 

of Liquor Stores 

by Johr New York, Nov. 10.—Specific sug- 
creased gestions for stretching stocks of 
ve Dec scarce merchandise and for cutting 
for less down overhead are included in “Re- 
ed from tail Rationing, or How to Stay in 
ne page Business,” new 28-page booklet 
: published this week by Carstairs 
Dec. 15 HP Bros. Distilling Company. 


current Designed to help retailers who 


Z to be Mhandle Carstairs products stay in 
d Octo business during these days of short- 

age, the booklet urges store owners 
——— to open later, close earlier, elimi- 


nate salty items, divide stock into 
daily sales allotments, limit the 
amount to each customer, no drinks 
on the house, sell slow-movers on 
weekends, and have the patron pour 
his own. 

To obtain material for the book- 
let the entire Carstairs field and 
headquarters staff talked to thou- 
sands of retailers. Investigators 
employed by the company’s adver- 
tising agency, Lennen & Mitchell, 
made intensive supplemental sur- 
veys. 

Carstairs executives said _ their 
surveys showed that only about one 
retailer in four, up to now, has real- 
ized the seriousness of the present 
situation enough to begin to take 
practical steps to insure his ability 
to stay in business for the duration. 
They pointed out that the 25% who 
do realize the seriousness of the 
situation include retail leaders who 
have developed scores of practical 
methods for saving merchandise and 
money. 


re key officials in Wash—- 

n read TIME regularly than 
hy other magazine, however 
ts circulation. 


2. The members of Congress 
vote TIME the most important 
S. Magazine that carries 
avertising. 


for further details write to 


TIME 


Rockefeller Plaza, New York 20, N. Y. 


Admen in the 
Armed Forces 


D. R. Anthony III, editor and pub- 
lisher, Times, Leavenworth, Kan., 
has been advanced from captain to 


is stationed at Jefferson Barracks, 
Mo., as an instructor. 


George L. Randall, advertising 
manager, Wickwire Spencer Steel 
Company, New York, has been com- 
missioned a lieutenant (jg) in the 
USNR, and is stationed temporarily 
at the naval air school at Quonset 
Point, R. I. 


William Jaeger, assistant promo- 
tion manager, Macfadden Women’s 
Group, has joined the Seabees. 


major with the Army air forces. He | 


Jack B. Matthews, Shulton, Inc.,! 


sales representative, has been in- 
ducted into the Army. Mr. Matthews 
handled accounts in Maryland, 
Washington, D. C., Delaware, Vir- 
ginia and Pennsylvania. 


Leland J. Adams, for the past| 


eight years with the advertising de- 
partment of the Telegram-Gazette, 
Worcester, Mass., has been inducted 


into the Army and reported to Camp | 


Devens, Mass. 


Harold S. Reiff, partner in the 
Frederick-Clinton Company, New 
York, will report for active service 
in the Army on Nov. 17. While in 
the service, Mr. Reiff’s accounts will 
be serviced by other members of 
the agency. 


Walter J. Simmons, merchandis- 
ing director of the dairy and pro- 


rie Make 


duce division of Armour & Co., who 
enlisted in the Army transportation 
corps, has reported for active duty. 
Before joining Armour a year ago 


Mr. Simmons was with the Ameri- | 


'can Dairy Association. 


Ward Wheelock, head of the Phil- 
adelphia agency which bears his 
name, has been promoted from lieu- 
tenant colonel to colonel in the 
Army air forces. Col. Wheelock was 
commissioned a major in July, 1942, 
and after serving with the eighth air 
force in England, he returned to this 
country and was assigned to head- 
quarters of the air service command 
at Patterson Field, Dayton, O., 
where he is now stationed. 


Ray Kruskopf, newspaper promo- 
tion manager of the Minneapolis 
Star Journal and Tribune, left Oct. 
27 to become a buck private at Fort 


45 


Snelling, St. Paul. He is succeeded 


| by Ray Cox, who has been on the 


promotion staff for the past year. 


| datetime 


yy *° TALK DIRECTLY 
WITH 400,000 
BUSINESS EXECUTIVES 


Choose the 
leader... 
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every week by 198,513 shoppers 
who do 35% of all their buying 


where our three papers are delivered 


OW THAT YOU HAVE STUMBLED through this “triple- 
N threat headline” — it does seem a bit long — keep 
right on reading, then drop us a line, phone us or have 
your salesman call on us for any information you may 
want about how to sell your merchandise in this really 
rich slice of Philadelphia. 

You may have missed our last ad in this sheet, so 
we repeat one or two facts about our three papers that 
can't be said about any other weeklies in the United 
States. 

Ist — We know from a very careful check, that our 
papers average 3.75 readers per copy. We de- 
livered 52.937 copies last week. Multiply the 
two figures just listed and you have our total 
readership — 198,513. 


2nd —We have no AP, UP or International News 
Service. All we print is what happens in our 
three territories. Every week our papers — each 
of them — carry from 1400 to 2200 names of 
babies, men, women and children. 
Since we took over the management of these three 
papers ten years ago — that’s back in 1933, which was 
plenty tough for all of us — we have plowed every 
dime we made right back into the property. Those who 
have never seen our papers will get quite a surprise 
when they start on page one and go through them. 


These papers are well printed. They are made up 
well. They look like metropolitan papers: yet they roll 
off our big Rotary press just once every week 


A live market now— 
A. post war “find” later— 


Working around papers like ours. you can’t help but 
get a pretty good idea of what's going on in retail stores. 
As a matter of fact, we think our staff is as well in- 
formed about how to get new things in a store and 
speed up the sale of regular lines, as any staff in 
America. For dozens of our local accounts we prepare 
and supervise all of their advertising. We know what 
they sell, what many of them net each year. We counsel 
with them when they take on new lines or throw out 
slow sellers. We think we know more about our own 
customers — the retailers in our three markets — than 
anybody. 

If you have anything that a lot of fine families need. 
whether it be a pint of milk or a fur coat, a box of 
five-cent candy or a toothbrush, and if you would like 
to win this market now and hold it through the big 
competitive days that will follow this war. drop us a 
line. phone us or call on us. 

And if you haven't yet seen our three papers, send 
us your name and last week’s papers will be on their 
way to your desk within an hour after we receive it. 


Philadelphia Suburban Newspapers, Ine. 
ARDMORE, PA. 
Publishers of 


MAIN LINE TIMES .- 


UPPER DARBY NEWS  .; 


GERMANTOWN COURIER 
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Whiting to Garrison 
Whiting Stoker Company, Chi- 


cago, has appointed the W. W. Gar- 
rison Company as its advertising 


agency. Whiting plans to use roto 
in newspapers of major midwestern 
and eastern cities, with 1944 plans 
calling for the addition of national 
magazines and trade publications. 


SPEEDING IT UP 


— With Faithorn Complete Service 


PRINTING 


+ 


THE FAITHORN 


This can be accomplished through Faithorn 
COMPLETE SERVICE of (1) Ad-setting, (2) Engrav- 
ing, (3) Printing, with art work and layouts — 
all under ONE roof. We think in terms of results. 
Why send cuts to one concern—ads to another 
many blocks away—and then give your printing 
to a firm even farther distant? You can cut costs, 
eliminate worry and save Time, Trouble and 
Money by having us do the complete job. 
Only ONE order and ONE contact necessary. 


CORPORATION 


Ad-Setters @ Engravers e Printers 


504 Sherman St., Chicago « Phone Wab. 7820 


NAM Urges Employment 
for Wounded Veterans 


Greatly concerned about the re- 
employment of ex-service men, the 
National Association of Manufac- 
turers has passed a resolution urg- 
ing every effort be made to provide 
jobs for wounded veterans. The 
resolution reads: 

“In addition to their legal obli- 
gation to reemploy physically fit 
former employes honorably dis- 
charged from the armed forces, we 
urge employers to make _ special 
effort to provide such employment 
for those who have been wounded 
or have been discharged for med- 
ical reasons resulting from their 
service. 

“Employers should realize the 
work limitations of such veterans 
and should endeavor to adjust them 
to work suitable to their qualifica- 
tions. 

“In addition to this responsibility 
every employer should endeavor to 
give employment to as many other 
veterans from his community as 
possible. 

“It must be realized, however, 
that this objective cannot be ob- 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


tained in full where rigid seniority 
rules prevail without the patriotic 
and sympathetic cooperation of or- 
ganized labor. 

“We recommend that the NAM 
stimulate availability of some form 
of insignia which such veterans 
could wear during employment, and 
further urge that the NAM proceed 
immediately to cooperate with gov- 
ernmental and private agencies in 
all problems related to the prompt 
securing of jobs for all released 
veterans.” 

* * * 

Believing existing legislation does 
not provide satisfactory means for 
the settlement of terminated war 
contracts without needless unem- 
ployment, the Committee for Eco- 
nomic Development has released a 
four point recommendation in a 
booklet, “Postwar Employment and 
the Settlement of Terminated War 
Contracts.” Highlights are: 

1. Creation by the Congress of a 
governmental board with broad 
powers to establish uniform and 
simplified policies for the guidance 
of the several war agencies in the 
settlement of terminated contracts. 

2. The delegation of clear-cut au- 


es te 


Not 


Bee eT cae 


a planet, but 


15,000 down-to-earth 


METALS and ALLOYS Readers, MARS are 
the practical engineers and plant men whose 
developments are helping to speed victory now 
—and to build better peacetime products later. 
These men find what they want to know about 


processes, materials, equipment, 


in the Engi- 


neering Magazine of the Metal Industries. Do 
they know what you have to offer; to help them 
with jobs like these ?... 


a ; BN Se 
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DIES DON'T DIE 


as quickly in forging 


METALS MERRY-GO-ROUND | 


Whirling at 


BAD BOY BERYLLIUM-COPPER . 


. has be- 


Advertising Age, November 15, 


= 
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thority to the contracting ag: 
to make final settlements with op. 
tractors within the framewo: — ,; 
policies and procedures estab! he, 
by the Contract Settlement Bc pq_ 

3. That Congress enact legis tio, 
which will establish a clea: 
simple avenue to the courts { 
contractors and provide ad 
legal machinery for expec 
handling of such disputes. 

4. That every contractor anc syb. 
contractor be granted the rig it 4, 
obtain mandatory loans fro: ' 
government in amounts equa! to 


substantial portion of proper ttle. 
ment claims. 

The Committee urges that bysgj. 
ness be ready to perform its p rt ¢ 
the task in arriving at settlemen; 


otherwise governmental efforts 1 
effect speedy settlements will be o 
little avail. 

ok * * 

Employes of Joshua Hendy Iro 
Works out in Sunnyvale, Cali!., ar 
given an encouraging picture of 
their postwar prospects in the cur. 
rent issue of “Iron Men of Hendy 
While turning out its quota of recip. 
rocating engines for the Liberty 
Fleet it has also initiated production 
of huge turbines and other equip. 
ment for hydro- -electric powe; 
houses which is scheduled through 
April 1945. “It means,” says the 
editorial, “that Hendy is already 
well launched on a program of man- 
ufacture which should be in de. 
mand after the war, when the 
market for reciprocating engines 
diminishes.” 

* Ke * 

Headquarters of the Committee 
for Economic Development have 
been moved to 285 Madison Ave 
New York 17. Heretofore the Com- 
mittee has been housed in the De- 
partment of Commerce building 
Washington, but inasmuch as the 
organization has no official or semi- 
official connection with the govern- 
ment it was considered advisable t 
move out of crowded Washington 
Limited space will be maintained in 
the Commerce building for use by 
CED staff members who have work 
in Washington from time to time. 

* * + 

Postwar home builders will spend 
an average of $7,140 per unit com- 
pared with $5,983 expended prior t 
the war, according to F. W. Dodge 
Corporation. 

* * * 

Harvey Firestone told the Eco- 
nomic Club of Detroit last week that 
he foresees a postwar synthetic rub- 
ber industry capable of maintaining 
itself without tariff protection. 

* * « 

While business and labor are go- 
ing ahead with postwar plans 
“Washington Review” of the U.S 
Chamber of Commerce points out 
that the government has no single 
agency, or even a group of agencies 
capable of actively coordinating 
preparations it should now be mak- 
ing for the time when peace re- 
turns. The blame for this by the 
administration will be pinned on 
Congress which abolished the Na- 
tional Resources Planning Board 
The President’s conferences 
groups of leading business men may 
serve to bridge the gap. 

* * ca 


Believing there is a real and chal- 
lenging possibility that a period of 
steady decline in volume of bus ness 
may exist from shortly after ‘er- 
many’s defeat until well into 46, 
Research Institute of America has 
suggested that its members pre are 
to adjust their operations to c ‘di- 
tions of business decline throug the 


a 


munitions since MARS tackled this vital pro- 
duction problem. Cast from high-quality iron, 
dies for 40 lb. aero bombs give 3,500 forgings, 
as against 2,500 with nickel-molybdenum steel 
dies. Similar steel alloy dies retired after forg- 
ing 12,000 3.45-inch shells. MARS’ develop- 
ment almost doubled the output! 


1,100 r.p.m., a spinning mez chine hot-forms 
dome-shaped closed ends on plain brass tubes 

changing them into shell primer tubes at the 
rate of 2,500 per hour. This new process calls 
for only one material instead of three! Re- 
quires only two operations instead of eight, as 
before .. . thanks to MARS! 


come a wonder child .. . most nearly approach- 
ing the ideal material for springs . . . under 
MARS supervision. New heat treatments and 
new methods of testing, developed by MARS, 
have transformed this once troublesome alloy 
into a uniformly dependable material with an 
important position in post-war developments. 
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half of 1944 and beyond 1945. 
«y. ur longer-range plans may look 
tor ard with some confidence to the 
‘os ibility Of an upswing beginning 
rn ot the midddle of 1946,” says the 
Ins tute’s special analysis, titled 
«y or Business After the War.” 
* * * 
erica’s productive power is so 
that the country need not fear 
tional debt of $200,000,000,000 
00,000,000,000 at the end of the 
Stuart Chase will say in his 
al report, “Where’s the Money 
ng From?”, the third of a series 
x explorations of postwar prob- 
which he is making for the 
7 entieth Century Fund, to be re- 
. ed in about a month. Such a 
nal debt isn’t something to be 
ed off, however, and he will 
«.. ost three major readjustments: 
America must give up her 
and unique position as the 
nation without a large standing 
n ial debt. Any ideas about 
av ag off $300,000,000,000 in short 
order must be quite finally laid 


We must accept taxes high 
enough to cover the interest charges, 
lways remembering that a large 
nart of the taxes come from those 
who receive a large part of the 
nterest. 

We must use the tax struc- 
ture and the debt, if necessary, to 
keep the national income high. If 
national income falls precipitately, 
the debt will presently become un- 
manageable. Our economy is now 
geared to a national output in goods 
nd services of around $150,000,- 
100,000 a year. We are like a flying 
fortress which must maintain a 
given speed or crash.” 


New Export 
Campaign Aims 
at Postwar Sales 


New York, Nov. 10.—The first ex- 
port advertising campaign of an ex- 
tensive nature definitely aimed 
toward postwar business has just 
been released by Borg-Warner In- 
ternational and the Norge Company, 
1 division of Borg-Warner Corpora- 
tion, through Irwin Vladimir & Co., 
New York. Export trade journals, 
newspapers and magazines in Latin 
America, South Africa and Europe 
ire being used. Full pages in ex- 
port publications and 30 and 60- 
neh consumer copy are used for 
Norge refrigeration, and a some- 
vhat smaller campaign for the au- 
tomotive products of Borg-Warner 
International. 

Stewart Malcolm is sales and ad- 
vertising manager of the latter com- 
pany, and Arch Black is export 
manager of Norge. 

30th companies at the present 
time are 100% engaged in war 
work 


Gets Hooker Glass 


Hooker Glass & Paint Mfg. Com- 
pany, Chicago, has appointed Good- 
Joice & Morgan, Chicago, to 

ndle its advertising. 
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Buy War Bonds. 
Comply cheerfully 
with Rationing. 
Save all scrap. 
Avoid waste. 
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‘Radio in New 
World’ Is Topic 
of Stephens Meet 


Columbia, Mo., Nov. 10.—Repre- 
sentatives of all major networks and 
government agencies concerned with 
postwar radio problems are sched- 
uled to participate in the second 
wartime regional radio conference 
at Stephens College here Nov. 19-21. 
The Stephens meeting, sponsored 
by the Association for Education by 
Radio, will bring together in panel 
discussions radio educators, execu- 
tives, advertising agency and gov- 
ernment spokesmen, and represent- 
atives of civic organizations inter- 
ested in the conference subject, 


“The Responsibility of Radio in the | 


New World.” 

Speakers will include: Major R. 
P. Foster, of the British Army staff 
in Washington, D. C., and a member 
of the joint liaison committee; Ed- 
ward Tomlinson, expert on South 
American affairs for the Blue Net- 
work; Willard D. Egolf, assistant to 
the president of the National Asso- 
ciation of Broadcasters; Robert L. 
Shayon, research analyst in postwar 
radio for Columbia Broadcasting 
System; and Major Harold W. Kent, 
of the War Department. 

Several network and local stations 
broadcasts will originate at the con- 
ference. Mr. Tomlinson’s Saturday 
evening commentary over the Blue 
will originate at a conference ban- 
quet. On Sunday, Nov. 21, Mutual 
will broadcast the “Northwestern 
Reviewing Stand” from Stephens, 


on “Radio and Propaganda.” Nancy 
Grey, on Stations WTMJ and W55M 
of the Milwaukee Journal, and Jane 
Foster, director of women’s pro- 
grams for KXEL, Waterloo, Ia., also 
will originate their programs here. 


Coleson to Ayer 


Robert Clark Coleson, radio pro- 
ducer and formerly West Coast 
chief of the radio division, bureau 
of public relations of the War De- 
partment, has been appointed head 
of the Hollywood office of N. W. 
Ayer & Son. 


Oppasser Promoted 


J. J. Oppasser, at one time adver- 
tising manager and later manager 
of the New York sales office of 
Ralph C. Coxhead Corporation, 
maker of the Vari-Typer composing 
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machine and aircraft parts, has 
been promoted to assistant general 
sales manager and national director 
of training for the company. 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
these spending millions at @ cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Avenue, 
New York 17, New York and we'll send 
you some startling, profit-revealing facts. 
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ONE IN TEN DIED! 


Ay epwemic of poliomyelitis—now reced- 
ing——held the nation in its dread grip last 
September. In Chicago alone, the mor- 
tality rate was one in ten—one thousand 
cases, one hundred deaths. A longer fatality 
list than came from the Solomons or North 
Africa. 

And it might have been worse. Much 
worse. 

Today, in research groups and hospitals 
and laboratories, new diagnostic and thera- 
peutic procedures are being developed. In 
England, a great pediatrician has set down 
stirring facts about the causes of polio- 
myelitis. In Minnesota, two physicians are 
engaged in extensive research on the mech- 
anism of muscle spasm. In Vermont, a 
vitamin-artificial fever treatment has been 
employed successfully in a group of children. 

These important findings were made 
available to all active practicing physicians 
in September, through the monthly medi- 
cal journal, Modern Medicine. 

As long ago as last May, the editorial 
faculty of Modern Medicine planned a 


symposium on poliomyelitis for September, 
which had been forecast as a peak month 
for the disease. While all available sources 
of information, clinic reports, hospital bul- 
letins, and medical journals were studied, 
it was decided to use only the three reports 
mentioned above, since they offered a com- 
plete unit on the advances in both the 
diagnosis and treatment of poliomyelitis. 


Such timely editing is not unusual for 
Modern Medicine. Reader-interest 
throughout its eleven years of publishing 
has been conditioned on just such prompt 
and selective reporting. Perhaps the most 
important fact about Modern Medicine 
is that it keeps 105,000 physicians abreast 
of current medical progress for the benefit 
of 130,000,000 people. 

Advertisers, too, have been acutely in- 
terested in the sincere worth of this editorial! 
program. Every month during 1943, 
Modern Medicine carried a larger volume 
of pharmaceutical and drug and food ad- 
vertising than any other monthly medical 
publication, 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 
GENERAL OFFICES — MINNEAPOLIS, MINN 


NEW YORK + CHICAGO + CLEVELAND - 


LOS ANGELES + SAN FRANCISCO 
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ABP Announces 
Second Business 
Paper Ad Contest 


New York, Nov. 10.—-As the lat- 


est step in its efforts to help adver- | 


tisers increase the effectiveness of 
their business paper advertising, 
Associated Business Papers has just 
announced the second annual com- 
petition for business paper cam- 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Ill. 


paigns appearing during 1943. 


The contest is a continuation ot| Ad Volume in 
October Business 


| the award initiated last year by the 
Chicago Business Papers Associa- 


tion, which decided to turn the com- | 


Papers Gains 21% 


10.—With the ex-| 


petition over to the national group 
because of its scope (AA, June 28). 


the competition an annual affair, 
| the association will be able to give 
continuing recognition to those ad- 
vertisers selected by the judges for 
| the most meritorious business paper 
campaigns. 

F. Hamm Jr., Traffic World, 
chairman of the contest committee, 
| announced that seven leading adver- 
tising Managers and agency men 
/especially qualified to judge the 
values of business paper advertising 
campaigns, will consider the entries. 
|The judges are: Elon Borton, ad- 
vertising manager, LaSalle Exten- 
|sion University; John E. Erickson, 
| vice-president, The Caples Com- 
| pany; Keith J. Evans, advertising 


| manager, Joseph T. Ryerson & Sor, 
and Inland Steel Company; J. W. 


|'Fleisch, advertising manager, A. 
| Stein & Co.; Oakleigh R. French, 
president, Oakleigh R. French &| 


Associates; Fred I. Lackens, adver- 
tising manager, Hays Corporation; 
and Homer McKee, account execu- 
tive, Roche, Williams & Cunnyng- 
ham. 

The contest closes Jan. 31, 
Full details concerning the rules| 
and conditions may he had by writ- | 


ing to the Associated Business| 
| Papers, 205 E. 42nd St., New York 
a7, @. &. 


It is ABP’s hope that by making) 


J 
| 


| 


| pushing the 


Chicago, Nov. 
port group marking up the heftiest 
gains, October 
papers carried 21.19% more adver- 
tising than in similar 1942 
according to reports of 154 publica- 
tions to Industrial Marketing. For 
the first 10 months of 1943, the gain 
for all groups is 22.04% over the 
same period last year. 

Nine publications in the export 
group carried an advertising vol- 
ume 72.17% ahead of October, 1942, 
issues, and for the 10-month period 
are 40.28% ahead of similar °43 
issues. 


All Classes Ahead 


Possibly due to the general paper 
situation, industrial papers are 
leveling off on their rate of gain, 
with 101 papers reporting a 17.36% 
advance for October, over a year 
ago. This group is 21.92% ahead 
of last year’s advertising volume for 
the first 10 months. 

In the trade classification, 29 
papers showed a 31.71% gain for 


1944. | the month of October and a 19.71% 


advance for the 10-month period. 
Fifteen papers in the class group re- 
ported a 28.92% gain for October, 
10-month advertising 


| total up to a 19.35% advance. 
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Bakken to Buchen Detrola to Zimmer-Keller 
Anthony W. Bakken, formerly} Zimmer-Keller Inc., Detro't 
assistant regional adviser for the| agency, has been appointed to .an- 
|Farm Security Administration, has| dle national advertising for De rola 
| joined the Buchen Company, Chi-| Corporation, Detroit maker of 1 \di 
cago advertising agency. and electronic products. 
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Award Announced 
for Engineering 
College Article 


Cnicago, Nov. 10.—In order to 
wage greater emphasis on the 
of marketing and related 
ects in engineering schools, 
1 .strial Marketing has offered an 
» ard for the best article on any 
» .se of industrial marketing or 
, vertising appearing in an engi- 
ae-ring college student magazine. 
“ he award will be made through 
fF ineering College Magazines 
4.-ociated, which held its annual 
ntion at Marquette University 
lwaukee recently, and at that 


time accepted a proposal made by 
G }. Crain Jr., publisher of ADvVER- 
Tl ; AcE and Industrial Market- 
ino. .o establish such an award. 


discussing the importance of 
mar eting in the engineering field, 
Mr. Crain referred to the fact that 
industrial management is sometimes 
-aid to be production minded. 

“Tf that is true,” he said, “it is 
, natural corollary of the statement 
that engineers have made up a 
large percentage of the men holding 
management responsibility in indus- 
try. It is only natural that the 
engineer, trained to consider pre- 
cision methods of design and pro- 
duction, would be less familiar with 
und less impressed by the psycho- 
logical processes which compose 
idvertising, and with the strategy 
ff manipulation of manpower into 
successful marketing organizations. 


Studies Are Limited 


“Engineering schools have not 
been as conscious of the probable 
lirection in which their graduates 
would go as an analysis of alumni 
titles would suggest. A few of them 
have included business administra- 
tion courses in their curricula, but 
even in cases where the engineering 
school has been part of a university 
‘ffering complete courses in busi- 
ness administration and marketing, 
limited opportunity for supple- 
mentary studies of this kind has 
been available to engineering stu- 
lents., 

“Thus it is probably not too much 
to say that the training of engineers 
for strictly professional work has 
been modified only to a slight degree 
by studies definitely planned to fit 
these men for broader functions 
than engineering.” 

Mr. Crain pointed out that expe- 
ience has shown that many impor- 
tant marketing positions among 
major companies in the industrial 
field are filled by engineers, and 
continued: 

How have engineers risen to the 
top in marketing activities in so 
many companies? It is because 
manufacturers of engineering prod- 
icts have found it necessary to 
issign sales, distribution, advertis- 
ng, market research and other mar- 
keting functions to men who have 

wn ability in that direction, thus 
reducing their activities as engi- 
neers while increasing their respon- 

ty in management. And these 
men have learned by experience to 
develop their own techniques of 


industrial marketing, with compara- 
tively few guide-posts along the 
way in the form of established prin- 
ciples of a fundamental character.” 


Needs Broad Background 


After pointing out that prior in- 
struction in marketing would make 
the progress of these men much 
more rapid, the speaker emphasized 
the value of marketing to the engi- 
neer who continues to work in a 
purely professional capacity. 

“It seems to me that every pro- 
fessional man needs a broad back- 
ground of knowledge of social and 
economic problems, to which his 
technical work should be related,” 
he said. “It is just as important 
to the engineer to learn something 
about the market for which a prod- 
uct is to be offered as to understand 
the mechanics by means of which it 
is to be designed and built. And 


understanding of human nature and 
the economics of industry may be 
just as important in the future suc- 
cessful operation of the enterprise 
system as knowledge of the scien- 
tific facts which make up engineer- 
ing.” 

John W. Ramsey, Eastman Kodak 
Company, Rochester, is chairman of 
ECMA and will supervise the com- 
petition for the Industrial Marketing 
award. R. L. Taylor, editor of 
Chemical Industries, New York, was 
the retiring chairman. 


CBS Elects Coulter V.P. 

At the Nov. 1 meeting of CBS 
board of directors, Douglas Coulter, 
director of broadcasts, was elected 
vice-president in charge of pro- 
grams. Mr. Coulter joined CBS in 
1936 after serving for 11 years in 
the radio department of N. W. Ayer 
& Son. 


National Biscuit 
Starts Newspaper 
Drive for Bran 


New York, Nov. 9.—As have most 
other cereal makers who are featur- 
ing their products as wartime, 
ration-free, substantial nourish- 
ment, National Biscuit Company 
has given impetus to its magazine 
campaign for 100% Bran with the 
inclusion of a limited list of news- 
papers. 

Last month the company began 
placing 150 and 500-line insertions 
in 12 newspapers in Chicago, 
Boston, Buffalo, Cleveland, Philadel- 
phia and Milwaukee. The promo- 
tion features a double-your-money- 
back offer and as in all advertising 
for 100% Bran, copy plays up the 


49 
product as providing bulk which 
aids in relieving constipation. 

McCann-Erickson, New York, is 
the agency. 
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Plans for the 1944 edition of the Marine 
Catalog and Buyers’ Directory are now under 
way! This comprehensive composite catalog 
of manufacturers’ product data, the only one 
of its kind in the field, provides marine men 
with a central source of purchasing informa- 
tion On marine products and manufacturers. 
The fact that the first edition, published this 
year, contained a total of over 880 pages, in- 
dicates the scope of this aid to marine buyers. 


The Marine Catalog is comprised of two major 
sections—the Catalog Section and the Directory 
Section. In its Catalog Section, manufacturers 
feature the detailed story of their products, 
including illustrations, specifications and en- 
gineering and service data. More than 600 
marine manufacturers placed over 570 pages 
of product descriptions in the 1943 edition. 
In the Directory Section marine equipment 
and supply manufacturers, shipbuilders and 
ship repair companies are listed under each 


of the product classifications under which 
their products fall. 


The Marine Catalog is designed to help marine 
men to buy. Thus, it gives the manufacturer 
a unique opportunity to place complete prod- 
uct data in the hands of these men when 
they are studying and comparing marine prod- 
ucts and sources of supply . thereby assur- 
ing representation when and where buying 
decisions are made. Distribution is rigidly 
controlled, reaching all the important buying 
factors in the marine field. As part of the 
Marine Catalog your descriptive product story 
is always within reach of key marine men 
throughout an entire year. 


Now is the time to plan for your pages in the 
1944 Marine Catalog and Buyers’ Directory. 
Reserve space early and make certain that you 
will be adequately represented. 


Write today for your copy of the prospectus describ- 
ing the 1944 Catalog in more detail. 
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Deutsch Joins Grey 

Herschel Deutsch has resigned 
from Joseph Katz Company to join 
Grey Advertising, New York. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 
«ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 


- CHICAGO 


Ad Men Give Their 
Bond-Appeal Ideas 
fo Treasury Dept. 


Many Favor Investment 
Theme for Future 
War Bond Drives 


Washington, D. C., Nov. 10.—Ad- 
vertising men think the Treasury’s 
war finance division is doing an 
effective war bond selling job, al- 
though there is hardly one who 
hasn’t an idea to improve it—and 
plenty of the suggestions contradict 
each other. 

Officials of the war finance divi- 
sion are now combing through hun- 
dreds of postmortem memorandums 
on the 3rd War Loan drive in an 
effort to get some new ideas for the 
next bond selling extravaganza, ten- 
tatively scheduled for late January, 
shortly after income tax time. 

The opinions were volunteered by 
national advertiser and advertising 
agency executives in response to a 
request from Vincent F.: Callahan, 
chief of press, radio and advertising 
for the Treasury. More than 500 
agency principals and top-flight ad- 


vertising men cooperated in the 


Treasury’s checkup. 
Probes “Self-Interest” Idea 


While Mr. Callahan’s letter was 
not in the form of a questionnaire, 
the Treasury was particularly inter- 
ested in knowing whether advertis- 
ing men felt the 3rd War Loan had 
been planned and followed through 
effectively; whether the 4th War 
Loan should be changed in general 
form and content, particularly with 
copy adjusted to stress self-interest. 

An analysis of the replies showed 
that only 4% felt that the 3rd War 
Loan advertising had not been 
planned effectively, while 52% felt 
it had, and 44% did not comment. 

Those who had suggestions for 
the 4th War Loan drive, were al- 
most equally divided on whether the 
general form and content should be 
changed. Some, basing their opin- 
ions on the success of previous 
efforts, urged that the slogan “Back 
the Attack” be retained for all fu- 
ture drives. 

Others, advocating changes, rec- 
ommended that the appeal be re- 
vamped with greater emphasis on 
investment values and _ postwar 
needs. Some decried “‘dipsy-doodle”’ 
circus emotionalism, “false and 
phoney tear-jerkers” and “cheap 
and maudlin Hollywood stuff.” A 
great number of the advertising 
men felt war bond advertising 
should place new stress on “reason 
why.” 


Among the advocates of this point 


first Slop 


in post-war, planning ! 


To keep your product-name constantly before the masses 


—and thus insure an adequate volume of sales imme- 


diately following peace—is your first step in post-war | 


market planning. 
*Taxiposter advertising! 


This medium is unique in two respects: it guarantees 


One practical way to do this is: use 


exclusive coverage (every cab in each city you contract 


for, carries your message only for a series of weeks !— 
and it provides the only outdoor medium which takes 
your message everywhere that spending crowds gather! 


Another plus value is: while the reputable taxicab com- 
panies which carry Whaley*Taxiposters are busier than 
ever before, Taxiposter advertising rates have not in- 
Write for all the facts today! 


creased since 1940! 
Wm. E. Whaley 
Louisville (2) Kentucky. 


Company, 


Washington 


(TOR 36 CITIES *30,631,169 TOTAL WEEKLY CIRCULATION - 3,028 TAXICABS 


of view was George W. Cecil, vice- 
president of N. W. Ayer & Son, 
Philadelphia, who felt it might be 
wise to get away from overheated 
emotional appeal and sell the bonds 
on the basis of a good investment. 

Up to now, Mr. Cecil pointed out, 
bonds have been sold on the basis 
of doing something for someone 
else—“for country or the boys over 
there.” Since the job involves keep- 
ing bonds sold, as well as selling 
them, he said, it is time for a funda- 
mental change in selling psychology. 
He recommended self-interest—‘“‘one 
of the most powerful of human in- 
stincts.” 

Bonds, Mr. Cecil said, are “a per- 
fectly good and highly desirable 
product which have been made to 
look as if it couldn’t stand on its 
own feet, but had to lean on patriot- 
ism for support.” When you come 
down to it, he said, “there isn’t a 
better place for one’s money than 
war bonds.” 

This idea of selling bonds strictly 
as a business investment was widely 
supported. P. Wesley Combs Jr., 
vice-president of William Esty & 
Co., New York, commented that 
people “do not realize they are not 
giving the money to the war effort, 
but are in reality making what is 
probably the soundest investment 
open to them.” 

R. H. Kastor, vice-president of H. 
W. Kastor & Sons, Chicago, sug- 
gested that “when you buy a U. S. 
government bond, you eat your cake 
and still have it.” He said the Treas- 
ury might stress that “‘we spend our 
money to win the war and still have 
our money and more—we get inter- 
est on it.” 


Bonds for Backlogs 


Another advocate of more “self- 
interest” in war bond advertising 
was William D. McDonald, secretary 
of Henri, Hurst & McDonald, Chi- 
cago, who put forward the idea, “If 
you want to be in the swim after 
the war, you will need a backlog of 
war bonds,” and “start an educa- 
tional fund for your children now 
while you have the opportunity.” 
Mr. McDonald thought the Treasury 
should remind the public that “no 
man ever went broke buying U. S. 
government bonds.” 

Arthur Marquette, vice-president 
and treasurer of Sherman & Mar- 
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quette, Chicago, proposed th — jy. 
tween “periodic peaks of j r 
tional publicity” a campaign 
to educate the rank and file 

on why it is to his own self- 
to buy these bonds. He saic 
in mind headlines such as 

look at the break you get w! vi 
buy bonds,” the copy exp inj, 
that they beat the Axis ar 
underwrite a college educ: 

new home or a soft spot in 

when you retire. 

Lou R. Maxon, chairn 
Maxon, Inc., Detroit, propo 
“self interest” theme as 
ary.” “At least part of th 
paign might be devoted,” | 
“to the self-serving idea of 
bonds to guarantee security 
the “rainy day that is bound 
when industry changes from 
peacetime operations.” G. V 
son, of the Cream of Wheat 
Minneapolis, also thought “it 
coming more and more dang¢ 
ignore” the financial hazards 
will beset us, particularly wa: 
ers, when and if we win thi 


Raps Emotional Type 


Many of those who favored ip. 
creased emphasis on “self-interest” 
in war bond advertising decried the 
use of emotionalism. Mr. Cecil, fo; 
instance, said many of the impas- 
sioned appeals “turned out to be 
cheap and maudlin, like tears in g 
barroom,” and he didn’t think pic- 
tures of coffins and wounded were 
needed. Other advertising men said 
they thought the realistic war pic- 
tures released during the 3rd War 
Loan drive had been helpful. Stil] 
others suggested increased organiza- 
tion of local campaigns, with 
wounded soldiers and servicemen’s 
families playing important roles 

Many of those writing to the 
Treasury declared that it was wrong 
to base appeals on the threat that 
our soldiers would go without 
weapons if the drive failed. “The 
public knows that battleships, tanks 
and other material are essential to 
victory, the government can get 
them,” W. A. P. John, president of 
MacManus, John & Adams, Detroit 
wrote. Mr. John also declared that 
it was time “to quit beating around 
the bush” on inflation, and to tell 
folks that “if your family income is 
greater now than it ever was, you 
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ha better for your own sake after 
the war put some of your excess 
er ings in war bonds, rather than 
spe) d it on juxuries—because if you 
A we are going to enter a severe 
» tion, which means that you are 
: to suffer.” 


\nti-Inflation Copy Urged 


J. Kennedy, of Continental 
( Company, Ponca City, Okla., 
suggested an_ anti-inflation 
e instead of copy indicating 
“the boy at the fighting front 
ht be denied weapons, equip- 
+ or food he has to have. If you 
‘ to work an emotional appeal 
it.’ he said, “a good creative 
rtising man can find numerous 
‘ of putting a tremor in the 
h by visualizing the kind of 
4, erica to which our boys will re- 
tl if we do not lick inflation.” 
iilarly, A. S. Kramer, of Mar- 
c} Field & Co., New York, com- 
mented: “We all know perfectly well 
that Johnny will not fail on the bat- 


tleield for lack of bullets because 
we do not subscribe to a certain 
lo: nor will he get materials of 


war quicker because we do.” 
Some advertising men wanted to 
ha “self interest’? described in 
terms of specific merchandise which 
would be available after the war. 
John H. Rehm, of Paris & Peart, 
New York, suggested that various 
firms might even “sell” their post- 
war products now, using merchan- 
copy explaining that war 
bor is would enable consumers to 
buy these products when they were 
irketed. Conger Reynolds of 
Standard Oil of Indiana, Chicago, 
vent so far as to propose that deal- 
ers sell bonds earmarked for post- 
war purchase of specific products, 
und giving the purchaser a definite 
place in the waiting list for the 
thing he is going to want. 


Opposed by Treasury 


This idea of “instalment buying in 
reverse” had been proposed by Rolf 
Nugent, former OPA economist, and 
opposed by the Treasury. More re- 
cently, it has been avoided by gov- 
ernment agencies which fear that it 
would result in a run to redeem 
bonds, resulting in a dangerous post- 
war inflation. 

H, C. Ray of the American Optical 
Company devoted his letter to op- 
posing such a plan, particularly 
issailing radio commercials which 
uggest, “if you can’t get our prod- 
uct, why not buy a bond to buy this 
product as it becomes available after 
the war.” This advice, he said, may 
cause people “to be disillusioned and 
disappointed if they are unable to 
cash in their bonds, whenever they 
wish, for full value.” 

Among the comments on war 
bond campaigns advanced by the 
advertising men were numerous 
pleas for the government to use 
greater care in selecting the dates 
for drives. Many felt that the 3rd 
War Loan had suffered because it 
conflicted with the September in- 
come tax deadline. Others felt that 
talk of heavy taxes, advanced by 
administration spokesmen at that 
time, had dampened buyer enthu- 
siasm. 


Suggest Limiting Drives 


Some felt that these periodic 
Crives should be limited to individ- 
val buyers, with all institutional 
I irchasers excluded until the public 
sales were completed. John L. 
Louis, vice-president of Needham, 
ouis & Brorby, Chicago, felt that a 
‘sonable quota for individuals 
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should be set up and publicized. If 
such a quota is not successfully 
reached within the specified time, 
he said, “the public should be given 
full knowledge of that failure.” Mr. 
Louis suggested that a “new type 
bond with a new name” would help 
dramatize the appeal. 

A number of those who criticized 
the effort felt that advertising, par- 
ticularly the radio commercials, was 
overdone. Grafton B. Perkins, of 
Lever Brothers Company, Cam- 
bridge, Mass., commented that the 
advertising was concentrated in 
such a brief time, and radio plugs 
so. stereotyped and repetitious that 
“much of it lost its effect.” He sug- 
gested that the Treasury try to 
channel part of the advertiser coop- 
eration into a pre-drive “condition- 
ing period” so that the effect might 
be spread over a longer period. 


Cameron Hawley of Armstrong 
Cork Company, Lancaster, Pa., 
thought that OWI radio allocations 
might have used “a wider range of 
approaches” and a “number of dif- 
ferent fact sheets.” Lee H. Bristol, 
of Bristol-Myers Company, New 
York, also thought OWI radio an- 
nouncements should be cut down, 
while A. F. Bernhard, vice-president 
of Lever Brothers, commented that 
the radio announcements had been 
carried “almost to the point of nau- 
seation.” 

He said each announcer should 
speak for himself, his sponsor and 
his sponsor’s employes, and that the 
messages should be in a serious vein 
from a well prepared script. On the 
other hand, radio programs and 
short plugs were called the ‘most 
effective nationwide help in selling 
war bonds,” according to W. H. Cur- 


tiss, Corning Glass Works, Corning, 
N. Y. 

Many of the advertising men 
pointed out that the Treasury would 
have to give more warning of ap- 
proaching campaigns if magazines 
were to be used to the full. W. B. 
Henri, president of Henri, Hurst & 
McDonald, pointed out that many 
magazine ads must be prepared 90 
to 120 days in advance of publica- 
tion. Officials of the Treasury have 
explained, however, that they them- 
selves have no warning of the date 
when the drive will definitely be 
held. 


James Resumes Work 


After two years in retirement be- 
cause of illness, William A. James, 
for 20 years with the Hudson Motor 
Car Company advertising and sales 
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promotion departments, has re- 
sumed advertising work on the staff 
of Simons-Michelson Company, De- 
troit agency. 


PR RMT ae 


To contact the 
heads of large 
and small businesess 


Choose the 


Leader... 


¥ 


You can guess... 


, on are two ways to find out what a 
rich, profitable market the Pacific Coast is. 


like Mr. Freeble in the 


illustration, or you can look it up in a book. 
The book* says: There are more than 3% 
million families on the Pacific Coast, with 
over $13,000,000,000 to spend. A little 
lightning work with a pencil will show 
you that's $3,714 per family. And, gentle 
reader, that ain't hay! 


You can try reaching these eager spenders 
with the long range, super-extra-high watt- 


age stations. But it’s our experience that 


| this method isn’t any more certain than Mr. 


Freeble and his bean guessing. Long range 
| broadcasting is unreliable on the Pacific 


Coast. Watts aren't moles, they can’t pene- 


THOMAS S. LEE, President 
LEWIS ALLEN WEISS 3, V I C ral Mg 
5515 MELROSE AVE., HOLLYW a: 
Represented Nationally by ] 
THE NATION‘ S GREATE 


: GUESSING Is ALL RIGHT FOR BEANS... 
w BUT No GOOD FOR MARKET T COVERAGE! 


trate our big mountains no matter how 


powerful they are. 


The other way to reach the Pacific Coast 
market—a// the market—is to buy the net- 


work** with enough stations to give you 


local primary coverage. Local primary 
coverage is simply this: 9 out of every 10 
homes on the Pacific Coast are within 25 
miles of a Don Lee station. And as they say 


in the cigarette business, 


“No other brand 


can make that statement!” So, if you want 


to reach al] the market .. 


- : 
*The book is 


**The n 


Sales Man 


etwork is D nm Lee 


. buy Don Lee. 
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Bible-Reading 
Bill Hay Reaches 
20th Radio Year 


Los Angeles, Nov. 11.—Veteran 
Bill Hay, of “Bill Hay Reads the 
Bible” and “Amos ’n’ Andy” fame, 
will lay the Scriptures aside tem- 
porarily next Monday to give his 
radio listeners a special 20th anni- 
versary broadcast. 

For 15 years announcer on the 
five times weekly “Amos ’n’ Andy” 
show, Mr. Hay celebrates his 20th 
year in radio on Monday. His 15- 
minute Bible reading program now 
is broadcast coast to coast over the 
Mutual and Don Lee networks, and 
locally sponsored by such advertis- 
ers as a department store, mortuary, 


PAUL H. RAYMER CO., nor 


| Sales Repr i 


utility company, furniture store and 
memorial park. It originates on 
KHJ, Los Angeles. 

Twenty years ago, Mr. Hay, then 
a young man in Hastings, Neb., set 
out to find his place in the world— 
or make it. At that time he was a 
church soloist on Sundays and a 
piano salesman weekdays. He took 
up radio as a hobby, becoming mu- 
sical director and program director 
of KFKX, Hastings. 

In 1925, he joined WGN, Chi- 
cago, as announcer, and in five 
months was made station manager. 
A little later two radio comedians, 
then known as “Sam and Henry,” 
began to roll up large radio audi- 
ences. In 1927 they launched out, 
full-fledged, as “Amos ’n’ Andy” on 
WMAQ, Chicago. He then became 
their commercial manager and an- 
nouncer, remaining with them un- 
til 1942. In those 15 years, Mr. Hay 
won many new millions to national 
products featured on the “Amos ’n’ 
Andy” programs. 

Back in 1927, during “Sam and 
Henry” vacations he launched his 
program “Bill Hay Reads the 
Bible.” In August of 1942 it went 
on the Mutual network on a five- 
day-a-week basis. During the same 
period his other program, “This Is 
Bill Hay,” which has continued one 
day a week with home-spun phi- 
losophies and heart-to-heart talks 
for the average man and woman 
was launched. 


Haun Heads Detroit SWPC 


Ray H. Haun, formerly manager 
of the Detroit office of This Week 
Magazine, Michigan manager for the 
Ladies’ Home Journal and, earlier, 
Capper Publications representative 
in Detroit, has been named acting 
director of the Detroit region for 
Smaller War Plants Corporation. 


Army Film Will 
Raise Curtain on 
NAM Meet Dec. 8-10 


New York, Nov. 10.—The world 
premiere of the Army’s latest docu- 
mentary film, “The War Depart- 
ment Reports,” will serve as the 
curtain raiser for the second war 
congress of the National Associa- 
tion of Manufacturers to be held 
here Dec. 8-10. 

Depicted in authoritative quarters 
as “the most gripping” documentary 
film of the war yet produced, the 
film dramatizes performance of 
weapons designed and manufac- 
tured by American industry. Close- 
up shots of battle scenes are called 
superior to any ever recorded by 
the camera before. 

Marking NAM’s 49th annual con- 
vention, the second war congress 
has been dedicated to “Production 
for Victory and Postwar Jobs.” Top 
leaders of government and industry 
will be on hand to give manufactur- 
ers their views on war production 
and postwar problems. 

Latest speakers to accept invita- 
tions to appear on the program are 
C. E. Wilson, executive vice-chair- 
man, War Production Board; Sen. 
Joseph C. O’Mahoney of Wyoming; 
William P. Witherow, president, 
Blaw-Knox Company and chairman 
of the NAM board; Harry M. Wris- 
ton, president, Brown University; 
and H. W. Prentis Jr., president, 
Armstrong Cork Company, and for- 
mer NAM president. 


Coller Joins Agency 

Ray E. Coller, with the Buffalo 
Evening News advertising staff for 
17 years, has joined Bowman & 
Block, Ine., Buffalo advertising 
agency, as account executive. 


- 


NEW RATES show 
17% reduction in 
cost per page per 
thousand since 1941 


/te Improvement Era 
LYOUR BEST SALESMAN IN— 


* MILLION-MORMON MARKET 


represents the combined buying power of nearly one 


tional advertisers have proved for themselves. 


IMPROVEMENT ERA 


. SALT LAKE CITY, UTAH 


50 NORTH MAIN STREET . 


Salt Lake City 

San Francisco 

Chicago 
ew York 


ADVERTISING \ 
REPRESENTATIVES } 


million thrifty members of the Church of Jesus Christ 
of Latter-day Saints (Mormons), whose largest and 
most widely distributed publication is The Improve- 
ment Era, now in its 46th year, with ABC circulation 
of more than 77,000 subscribers. 

Era families represent a true cross section of Mor- 
mon economic and religious activity 
manufacturing, trade, finance, education. Era’s circu- 
lation, while widely distributed throughout the West, 
centers in Utah and adjacent states, where unpre- 
cedented buying power results from a concentration 
of War Industries second to none in the nation. This 
market is yours to cultivate through this primary 


official publication which scores of regional and na- 


Edward S. Townsend Co., 
Dougan 
Dougan & 


. agriculture, 


Francis M. Mayo 

Russ Building 
& Bolle, 400 No. Michigan Avenue 
Bolle, 475 Sth Avenue 


after 8 years as producer-writer to 
lifelong ambition. 


that he is making a good recovery 
oped last June. 


& Bowles about a year ago to join 
editor of the Winnipeg Free 
Press, was tendered a testimonial 
dinner by the Winnipeg Press 
Club on the anniversary of his 
60th year in the newspaper busi- 
ness. The U. S. press was rep- 
resented at the festivities by W. J. 
Davies, publisher of the Herald, 
Grand Forks, N. D... 

Jack Willem, one-time research 
dir. and account exec. for Stack- 
Goble advertising agency, Chi- 
cago, has left these here parts for 
Mexico City, where he will take 
over as mgr. of the Mexican and 
Central American divisions of 
Orange Crush Company... 
Charles B. Brown, NBC director 
of advertising and promotion, and 
the Mrs. have been vacationing 
in Canada... 

Julian Bentley, news ed. of 
Prairie Farmer-WLS arrived in 
England by plane Oct. 27 to be 
the guest of the British govern- 
ment for several weeks. Another 
passenger on the same plane was 
Grove Patterson, editor of the 
Toledo Blade. Others who arrived 
in Britain lately are Frank Gan- 
nett of the Gannett Newspapers, 
Norman Chandler of the Los An- 
geles Times and George McCul- 
lough, publisher of the Toronto 
Globe. . . 

The general chairmanship of 


the advertising section of the National War Fund New York committee 
has been accepted by Henry Stevens, v.p. of J. Walter Thompson Co 


Serving with Mr. Stevens will be 


Beatty and Gordon Hyde, v.p. of McCann-Erickson. 
session of the Advertising & Selling Course conducted by the Ad Club 
of N.Y., George P. Slockbower, exec. v.p. and ad mgr. of L. Bamberger 


& Co., spoke on “Retail Merchandis 


At a cocktail party for the 62 members of his New York office, Ray- 
mond Loewy, industrial designer, recently announced that five new 


partners have been admitted into 


National Radio Staff of the 1944 “March of Dimes” campaign sched- 
uled from Jan. 14-31, includes Ruth Thayer, formerly with Compton 


Advertising, George Brengel, at one 
Coleson, recently named Hollywood 
Cpl. Jack Lacey, formerly with 


moted to Sergeant in the 100th Infantry Division Signal Corps at Ft. 


Jackson, S.C... 


Earl Glade, v.p. of Station KSL, was chosen mayor of Salt Lake 


City in the recent elections... 


It’s an eight pound daughter to Stuart Campbell, art director of The 
Wesley Associates, New York, and Mrs. Campbell... 
Members of the Blue Network announcing staff welcomed Edward 
J. Noble to his new post as owner of the network on Nov. 5, at a dinner 
In addition to the chief, other Blue execs who 
tended were Mark Woods, pres.; Edgar Kobak, exec. v.p.; C. Nicholas 


at the Olney Inn. 


Priaulx, v.p. in charge of finance; 


MAJOR PUTMAN GREETS A KING 


Russell L. Putman, president of Putman 
Chicago, who has been promoted to the 


is shown at the left, doing some hands-across-the-sea 


business as public relations officer for 
forces in the Middle East. 
to King Faruk of Egypt. 
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Getting Personal 


When it happens, Chas. Martin, who resigned from the Biow a 


No, not in opening his office, but in produc ¢« 
Broadway show, titled, appropriately enough, “A Lifelong Ambi >,» 

Friends of O. C. Harn, former managing director of the ABC 
retired to Hollywood several years ago, have been pleased to 


His address is 2245 Fern Dell Place... 
Promoted to the rank of major, USA: George Kern, who left P 


The handsome beard belongs 


1943 


open his own office, will re: 


from a severe illness which « 


up... J. W. Dafoe, preside: 


A PUSH-OVER 


OF ( 


ANE {(r 


John F. Patt, vice-president and general 

manager of Station WGAR, and general 

chairman of Cleveland's War Chest 

drive, shows his satisfaction as he moves 

the indicator past the goal mark of 
$5,540,000. 


Victor O. Schwab of Schwab & 
.. At the Nov. 4 


hl 


the expanded organization. ..The 


time a CBS director, and Robert C. 
mgr. for N. W. Ayer & Son. 
WNBC, Hartford, has been 


nroe- 
pi 


it- 


Phillips Carlin, v.p. in charge of 


programs; John 
McNeill, WJZ <\a- 
tion mgr; and 


many others. . 

The_ publishers 
group of the \\a- 
tional War Fund 
New York Com- 
mittee has nared 
Arthur V. Ander- 
son, ad director 0! 
Newsweek, 
chairman... 1 
engagemen 
Barbara Jean © 
cum, daughter 
Trell W. Yor 
exec. v.p. of Cor 
ton Advertising 
Private Harry 
Downs Jr., Ma! 
Corps Reserve, 
been announce: 

Guest speake 
the Nov. 8 wee 
luncheon of t 


) 
‘es 


Publishing Co., 


rank of major, 


the Army air 


Sales Execs. Club of New York at the Hotel Roosevelt was Bruce B 
ton, pres. of BBDO. . . Arthur C. Hitchcock, sales mgr. of the New |! 
parture Division, General Motors Sales Corp., Bristol, Conn., has 
tired to his farm in Vermont after 33 years with the company... 
B. A. Gayman, pres. of the Link-Belt Co., Pacific div., San Franci 


will retire from active service Dec. 
of the parent company, Chicago. 


31, but will continue as a direc 


He has been identified with Li 


Belt since 1897...C. W. Ruth, dir. of adv., Republic Steel, is on va 
tion in his old home state of South Dakota... 

The engagement has been announced of Irene Floto, NBC recepti’ 
ist, to Don Manchester, v.p. of Foote, Cone & Belding, Chicago 


Arthur H. (Red) Motley, publisher « 


f the American Magazine, took ! 


pen in hand and indited a piece for American Legion Magazine on “ 


More Paralysis—by Analysis.” 


Mr. Motley advocated a little m« 


energy and realism in postwar planning... 
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Termination of 
War Contracts Held 


Threat to Nation 


w York, Nov. 9.—The nation 
¢,.. the possibility of a period of 
4 -trous confusion and disorgan- 
n in its economic structure in 
ear future unless solutions are 

to the problems of termina- 
+ f war contracts, Eric Camman 

eat, Marwick, Mitchell & Co., 
ed yesterday at the fall meet- 

‘ the Society of the Plastics In- 

y at the Waldorf-Astoria. 

ferring to the plan of Lindsay 
W n, Comptroller General, to 
a his office pass on all termi- 
naicd contracts, Mr. Camman said 
r f legislation is passed to adopt 
the Warren proposal “it can only 
yperate seriously to impede and de- 
lav, perhaps for years, the final set- 
‘lement of war contracts.” 

Mr. Camman said it is no exag- 
geration to expect that the conse- 
quences of installing cumbersome 
administrative machinery may be 
far more costly to the country than 
any losses which would be incurred 
through over-liberality on the part 
of contracting officials. 

The problems of contract termi- 
nation are as much those of the 
contractor as of the government, 
said Mr. Camman, adding that “it 
will not do for us to sit back and 
wait for some bureau or agency of 
the government to tell us what to 
do, which unfortunately is the 
course that has been followed too 
ften in the past.” 

Mr. Camman enumerated three 
ardinal points to a sound and effec- 
tive contract cancellation policy as 


(1) prompt payment of settlements; | 


2) reasonably clear settlement pro- 
edure; (3) a 
basis for computing the proper 
amounts of settlement. 

A somewhat brighter picture was 
painted by the National Industrial 
Conference Board, which has just 
released the results of a survey 
showing that more than 25% of 
American companies engaged in 
war production have no plant re- 
‘onversion problem, since their war 


ME’ CATCHERS 
REE PROOFS! 


)-MEN READ THIS! 


lore is one sure way to 
‘increase the pull of your 
motions. 


N about the unique EYE* 

CHER $5-a-month membership 

thing like it anywhere. 100 

g, new, timely promotion photos 

every month. 10,000 additional 

available to subscribers at no 

t arge. Big MONEY SAVER! 

in LM SOLVER! Lightning 

service. The world’s biggest 

and national advertisers are 

\TCHER members. Glossy 

r mats—same price. Send the 
i NOW! 
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‘TCHERS, INC. 

TOMERS. INC: MAIL THIS NOW 
send us FREE proofbooks and 
: ‘ your $5 a munth membership plan. 
ad * not obligate us in any way. 


simplified general | 


contracts call for goods identical 
with, or similar to, peacetime 
products. 


The survey indicated that a vir- 
tual 100% reconversion of war 
plants and war production facilities 
to the output of peacetime goods is 
planned by about four of every ten 
companies. 

In answer to the questionnaire, 
about 45% of the non-durable goods 
manufacturers and about 39% of all 
durable goods makers plan complete 
reconversion of war facilities. Prom- 
inent among such companies are 
steel, electrical equipment, petro- 
leum, shoe and leather and textile 
organizations. 

Reconversion of more than half 
of their war plants and facilities is 
expected by a 15% group, including 
automotive, machine tool and office 
equipment companies. Another 
group, including companies in the 


chemical and metal products indus- 
tries, are planning to convert less 


than one-half of their war output | 


facilities. 

During the meeting the Society 
submitted to its members a proposal 
which calls for initiation of an in- 
stitutional advertising campaign 
ranging between $50,000 and $250,- 
000, 
“bringing to their attention what- 
ever major factors are considered 
as most necessary in the interests 
of the industry as a whole.” Thus 
far plastics advertising has been 
limited to material manufacturers. 


Joins Donahue & Coe 


E. J. Byrne, formerly with Brom- 
iley-Ross and General Outdoor Ad- 
vertising Company, has joined Don- 
ahue & Coe, New York, in charge 
of outdoor advertising. 


to be directed to executives | 


| Two Join Vladimir 


Anna F. Schneider, formerly in 
|the Latin American division of J. 
| Walter Thompson Company and 
| previously with Dorland Interna- 
| tional, has joined Irwin Vladimir & 
|Co., New York, as assistant to Mr. 
| Vladimir. Rose Lowe, who has had 
| 15 years’ experience in space buy- 
ing and research with advertising 
agencies in Europe, has also joined 
the agency as assistant to Aurora 
Blando, space buyer. 


Appoints Mathes Agency 

Peter Doelger Brewing Company, 
Harrison, N. J., has appointed J. M. 
Mathes, Inc., New York, to handle 
its advertising. A campaign involv- 
ing newspapers in the company’s 
immediate territory and point-of- 
sale promotion will be released 
shortly. 


53 
Blue Adds Two Outlets 


Effective Nov. 15, Station KPRO, 
Riverside, Cal., will become affili- 
ated with the Blue Network as a 
supplementary station to the Pacific 
Coast Group. As soon as wire 
facilities become available, WTJS, 
Jackson, Tenn., will become affili- 
atéd with the Blue as a supple- 
mentary station to the South Cen- 
tral group. The addition of the 
two outlets will bring the total 
number of Blue affiliates to 171. 


Cultivate the nation's rich 


V2 BILLION DOLLAR 
POST-WAR PREMIUM MARKET 


Now through 
Business Promotion Magazine 


RATING, 3.1 


PERCENTAGE OF LISTENERS, 25.3 


Again WORL demonstrates its ability to command 


dominating positions in some of the key daytime spots. 
The WORL listening habit has been established over a 


period of years.. 


.and continues with the same 


enthusiasm and intensity. Here is an independent 


station that is a major factor in the Boston market. 


a 


*According to the Hooper ‘‘Continuing 
Measurement of Radio Listening” report 
(May through September, 1943) of seven 
Boston stations. 


THIS LITTLE BUDGET WENT TO THE 


"920 CLUB’ 
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Automobile Trade 
Expected to Keep 
Up Employment 


New York, Nov. 10.—-The Ameri- 
can public predicts the automobile 
industry, trailed closely by the avia- 
tion field, will take the lead in 
keeping up employment after the 
war, according to a survey recently 
completed by the Psychological Cor- 


poration and made public by the 
National Electrical Manufacturers 
Association. 

Aimed at comparing public 
opinion regarding the four produc- 
tion groups, the survey rated the 
electrical industry as giving people 
the “most for their money” and 
“having done most to raise the 
standard of living in America.” 

Subsequent questions in the study 
brought out the public’s confidence 
in advertised brands and a convic- 
tion that prices of electrical prod- 
ucts had been going down prior to 


the war while quality was improv- 
ing. Approximately 37% of those 
interviewed felt that there are 
monopolies in the electrical manu- 
facturing business; 22% stated their 
belief to the contrary; and 40% had 
no opinion on the subject. 


Mutual Billings Hit 
All-Time High 

Gross billings of $1,407,787 for the 
month of October, 1943, for Mutual 
Broadcasting System, has set an all- 
time high for any one month in the 
network’s history. The figure rep- 
resents a gain of 85.9% over the 
same month in 1942, when billings 
totaled $773,221. 

For the first ten months of 1943 
gross billings amounted to $10,758,- 
264 against $7,865,138 for the like 
period last year, an increase of 
36.8%. The netwosk’s billings for 


“plenty of lurid local 
color that may raise 


agency eyebrows”’ 
Says N. Y. HERALD TRIBUNE 


about... 


MURDER In THE 
RADIO DEPARTMENT 


Yes, Alfred Eichler, author of MUR- 
DER IN THE RADIO DEPARTMENT 
has turned out a humdinger. Here's 
murder with a new twist. A commer- 
cial writer applies advertising tech- 
nique to discovering who “eliminated” 
an advertising V. P. in charge of radio. 
His spine-tingling adventures entangle 
him with a luscious blues singer, a 
sinister bookie and plenty of hair-rais- 


ing action before the book reaches a 
sizzling climax. 


$2.00 at your bookstore 
GOLD LABEL BOOKS, INC. 


ers 
New York 10, 


the ten month period this year 
passes the gross billings for the en- 
tire year of 1942, when Mutual 


Publish 


257 Fourth Avenue, 8. Y¥. 


grossed $9,636,122. 


‘Cincy’ Cleaner 
to Get Extensive 
Push in February 


Cincinnati, Nov. 11.—What is be- 
lieved to be the biggest advertising 
campaign in wall paper history will 
be launched by the Kutol Products 
Company for its new “Cincy” 
cleaner next February—about the 
time home owners in the Midwest’s 
soft coal burning region start think- 
ing about housecleaning. 

Cincy, its maker claims, has three 
advantages over established wall 
paper cleaners now on the market. 
The newly-developed product cleans 
with a feather touch; it doesn’t stick 
or leave smudges; and it comes in 
a new all-fiber can that is easily 
opened and is insulated to keep the 
cleaner in perfect condition. 

The campaign, to start in news- 
papers and on the radio next Feb. 
15, also will be extensively mer- 
chandised to dealers throughout the 
midwestern territory. Newspapers 
in 24 metropolitan centers as far 
south as Tennessee will be em- 
ployed, as well as a list of radio 
stations that includes WMAQ, Chi- 
cago; WLW, Cincinnati; WTAM, 
Cleveland; WJR, Detroit; WGL, 
Fort Wayne; WOOD, Grand Rapids; 
WFB\IM, Indianapolis; WROL, Knox- 
ville; WINN, Louisville; WTCN, 
Minneapolis; KDKA, Pittsburgh, 
and KOMO, Seattle. 

Signing of the contract for the 
aggressive drive made headlines for 
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Actual pocket size 5'2 x 8 inches 


YOUR OPPORTUNITY WITH THE 


Ween Keone fot Stier” 


These are the men who are, even now, developing an already large 
industry into one of vaster greatness and importance. Leadership in 
the aircraft service industry of the future will rest largely upon the 
preferences and practices of these men—the men who you will reach 
now with maximum effectiveness and minimum cost through Aviation 
Service Magazine. 


AVIATION SERVICE MAGAZINE - 


549 West Washington Boulevard, Chicago 6, Illinois => 


By the Publishers of Motor Service Magazine~-leader, 
among automotive service publications 


for 22 years, 


FIRST publication written 
for and circulated to service 
engineers, managers, super- 
visors, instructors and the men 
who actually do the work. 


FIRST publication to give 
these men practical shop 
help in authentic, helpful 


“How-to-do-it” articles. 


ONLY Aviation Service 
Magazine provides advertis- 
ers in the aircraft service 
field—manufacturing and 
operating — military, com- 
mercial and private — with 
complete concentrated cover- 
age of this vast service market 
—without burden of added 


cost for needless and ineffec- 
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SIGNS UP FOR NEW 'CINCY' DRIVE 


On the receiving end of the pen is Stanley A. Willer, vice-president, Ralph H. 

Jones Co., Cincinnati, who will direct the 1944 campaign for Cincy, new wall 

paper cleaner. C. McVicker, president, Kutol Products Co., the manufacturer, j; 

handing over the pen while William Frietsch, director of research and media {oy 
the Cincinnati and New York agency, looks on. 


tive non-service circulation. | 


> 


a special newspaper “extra,’’ which 
also will be used in explaining the 
new product and forthcoming pro- 
motion to dealers. Stanley A. Willer, 
vice-president of the Ralph H. Jones 
Company, Cincinnati and New York 
agency, will direct the campaign in 
behalf of Cincy cleaner. 


Henri, Hurst Adds 
Four to Staff 


Clare F. Henthorn, for the past 
five years with Griswold-Eshleman 
Company, Cleveland, has joined the 
executive staff of Henri, Hurst & 
McDonald, Chicago, and Mrs. Kay 
Robinson of Cincinnati has been 
added to the radio department. 

Ernest W. Eversz, with J. Walter 
Thompson for five years, and A. H. 
Persson, advertising director of the 
Fair Store, Chicago, for eight years, 
have joined the copy staff. 


Flack Promotes Two 


Richard H. Wickham has beep 
appointed vice-president, and Rich. 
ard G. Schroder has been named art 
director of the Flack Advertising 
Agency, Syracuse, N. Y. Mr. Schro- 
der joins the agency from the New 
York Sun, and Mr. Wickham has 
been with the agency for the past 
two years. 


Dairy Fund at Peak 


Collections of the one-cent-a- 
pound butter-fat tax in  lowa 
reached an all-time high of $112,639 
this year, as compared with $110,000 
last year, according to Frank Bar- 
ker, executive secretary of the Iowa 
Dairy Industry commission. The 
tax, levied from June 1-15 each 
year, is used for advertising and 
promotion of Iowa dairy products 


30ul of 4 Hegta tomes 


Business is booming in the Norfolk Ham; 
Roads area. In less than three years, the N 
population has soared from 108,167 to an 
mated 189,000. Over half of the employ 
Negroes are engaged in defense work. A 
servative average family income per wee 


$50.00 the annual purchasing po 
$150,000,000. 


Are you taking advantage of the busi 
opportunities such a large and lucrative ma 
offers? The JOURNAL AND GUIDE can ! 
you. It's columns are your key to three or 
four of the Negro homes in the East's Numb 
defense area. 


189,000 
WORKERS 
* 
$150,000,000 
MARKET 


ee ie 


] 


Member, Audit Bureau of Circulation 
More Than 50,000 Net Paid Circulation 
National Advertising Representative: 
INTERSTATE UNITED NEWSPAPERS, Inc. 
New York City 


re Norrok | PORTSMOUTH NEWPORT N 
THE SOUTH’S LARGEST NEGRO NEWSPA 


Covering a $150,000,000 Market in the East's No.1 Defense Arec 
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ive Public Facts, 
Di Institute Is 
ged at Parley 


cago, Nov. 11.—Give the pub- 
e facts regarding present and 
4 ure supplies of gasoline and fuel 
ore than 2,000 oil men attend- 
, the second war conference of 
» American Petroleum _ Institute 
e this week were urged. Speak- 
srs advised every oil man to do a 
Du relations job by telling the 
a . concerning the industry, but 
bppused setting up a central or 
by) -organization for public rela- 


io either within the framework | 


f the institute or outside of it. 

Covernment officials commended 
the ndustry for meeting all war 
meed: to date. William R. Boyd Jr., 
president of the Institute, asserted 
that 1943 has been the “greatest” 
construction year in the petroleum 
industry’s history and that plans 
call for new plants for production 
of vital 100-octane aviation gasoline 
and aviation lubricants in “over- 
whelming” amounts. 

“But it is not enough for the pe- 
troleum industry to be doing a su- 
perlative job in winning the war,” 
Mr. Boyd said, “unless there also 
has been well done the job of ac- 
counting to the American people for 
the disposition of the nation’s oil 
resources and why they are having 
to be restricted in their use of pe- 
troleum products.” 


Sees Adequate Facilities 


By midyear, 1944, the nation will 
have facilities to transport and re- 
fine practically all the oil that can 
be produced and all the products 
required for prosecution of the war, 
he predicted. 

He pointed to petroleum explora- 
tion and discovery of great new re- 
serves as the most vital problem. 
He said that, although some good 
fields were discovered during the 
vear, “the average reserve of each 
primary discovery continues to 
shrink, while production and con- 
sumption of known reserves mount 
steadily. We must tell the public 
that, for the petroleum industry, 
this is an all-out war.” 

Predictions for 1944 included (1) 
a worsening of the manpower situa- 
tion as men heretofore deferred for 
dependency are called; (2) solving 
of oil transportation, at least do- 
mestically; (3) taxing of refining 
operations to their limits if forecasts 
yf military demands materialize; 
(4) conducting refining operations 
under the additional handicap of 
unavailability of the desired quali- 
ties in crude; (5) debasing of qual- 
ity of finished products, although 
they should remain sufficiently high 
to meet all practical necessities; (6) 
possibly reducing the gasoline sup- 
ply for the motorist, not increasing 
it and (7) increasing reliance on 
foreign oil resources, both British 
and American, to fill the full war 
order for oil, plus the industrial 
and the curtailed civilian demand. 


Has Passed Capacity Peak 


Two of the leading problems fac- 
ing the industry and the nation, the 
ou men were told, arise from the 
fact that the United States has prob- 
ab'y passed the peak of its oil pro- 
ductive capacity. These are the dis- 
covery of additional oil reserves 

obtaining the greatest amount 
|! and gas from them. 
ndling of the oil price situation 


Youll hand it to 
us for 


ervicel 


418 S. Market St., Chicago 7 
Phone WABash 3304 


by Washington and the treatment of 
the industry and its proposals at 
the hands of governmental bodies 
were bitterly assailed. Top-rank- 
ing executives agreed to petition 
Congress to enter the oil picture, 
even at the long-range risk of in- 
viting government domination in 
doing so. 

Made public for the first time in 
detail was the story of how petrol- 
eum refiners were able to adapt, 
convert and construct their plants, 
equipment and processes to produce 
essential products for fueling and 
oiling the global war machine 
“enough and on time.” The work, 
on a voluntary basis, of the Petrol- 
eum Industry War Council in pro- 
ducing vitally needed super-avia- 
tion fuels, lubricants and synthetic 
rubber constituents and explosive 
ingredients, also was described. 


This triumph of technology has 
been wrought, it was shown, by 
men engaged in cooperative studies 
in research and development which 
virtually accomplished the impos- 
sible in war production of petrol- 
eum products. 


‘American Home’ Honored 


American Home has been chosen 
by the National Victory Garden 
Institute to receive the certificate 
award for its contribution to the 
1943 Victory garden program. 


Opens New Agency 

David W. Evans has opened an 
advertising agency at 618-20 MclIn- 
tyre building, Salt Lake City. Asso- 
ciates are Kenneth S. Bennion, 
account executive, and Charles J. 
Jacobsen, art director. 


Issues Soap Booklet 

A new booklet describing how 
Procter & Gamble adapted its 
knowledge and skill in mass pro- 
duction of large quantities of small 
units to the problems of loading 
shells for the fighting forces, and 
the diversified uses of soap in 
peacetime and wartime, has been 
released by the company. Titled 
“Soap: Tool of Peace, Weapon of 
War,” the booklet clarifies such 
hard-to-believe phrases as “talking 
through soap,” “reading from soap,” 
“riding on soap,” and “dressing in 
soap.” 


* 
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Shaw Joins Blue Net 


Donald S. Shaw has been named 
to the newly-created position of 
commercial program sales manager 
of the Blue Network, New York. 
Mr. Shaw has been serving as man- 
ager of the New York radio division 
of the Coordinator of Inter-Ameri- 
can Affairs. Among other positions 
previously held by Mr. Shaw were 
eastern sales manager of NBC, 
vice-president and general manager 
of Station WMCA, New York, assist- 
ant to the president of McCann- 
Erickson, and partner in Cleveland 
and Shaw advertising agency. 


AOVERTISING 


TORONTO MONTREAL WINNIPEG 


GIBBONS KNOWS CANADA 
J. J, GIBBONS LTD. 


SAY STREET 
REGINA 


MERCHANDISING 
- ToRONwTO 


CALGARY ECMONTON VANCOUVER 


ACROSS THE COUNTRY... 


Why do men and women in business, government, school, college, 


club and home from coast to coast read The Christian Science Monitor? 
Because of the light it throws on the big problems of the day . . . for 
fact and information direct from the Monitor’s exclusive world-wide 
sources . . . for expert analysis that clarifies the news . . . for the 
reliable character of its articles on finance, education, home, sports, 
stage, screen and books. 


IT MEANS PLUS-VALUES FOR ADVERTISERS 


The Monitor brings to you a reader-audience attuned to high stand- 
ards of thinking and living . . . an audience that is ready to support 
progress on the part of American business in postwar planning... an 
audience that is loyal to the Monitor and its advertisers, and makes a 
habit of asking dealers for Monitor-advertised products. 


18,609 Retailers Advertised in the Monitor in 1942 


THE CHRISTIAN SCIENCE MONITOR 


_A Daily Newspaper for All the Family 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Mass. 
BRANCH OFFICES: New York, Chicago, Detroit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle 


London, Geneva, Sydney 
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Joint Committee 
Formed to Help 


Paper Conservation 


New York, Nov. 10.—The New 
York Employing Printers Associa- 
tion and Graphic Arts Association 
of Illinois this week announced 
formation of a joint committee on 
government relations of the com- 
mercial printing industry, to aid 
paper conservation and secure an 
equitable distribution of available 
supplies. 

James F. Newcomb of New York, 
and Edwin Lennox of Chicago, co- 
chairmen, said that while the joint 
committee now represents only the 
New York and Chicago groups, it is 


WANTED ARTICLES TO 
MERCHANDISE BY MAIL 


A successful direct mail organization 
operating own printing plant wants 
articles that can be promoted by mail 
direct to customer. 


Will purchase article outright, or can 
arrange partnership basis. When writ- 
ing tell us our cost and retail price. 
Send sample, if possible and bill us. 
We will pay for same or return in 30 
days. References furnished. 


Box 4419, ADVERTISING AGE 
100 E. Ohio St., Chicago, II 


expected that other organizations in 
the various printing centers 
throughout the country will be rep- 
resented. 

Guiding committee activities, the 
co-chairmen said, will be the fol- 
lowing declaration of policy: 

“The duties of the committee 
shall be to examine into and to take 
such action as may be necessary, to 
cooperate with governmental agen- 
cies which have a share in shaping 
regulations with respect to the 
graphic arts industry; specifically 
with respect to the ‘end use’ of 
paper. 

“And to assure that members of 
Congress, policy-makers and ad- 
ministrative officials in the govern- 
ment bureaus understand the prob- 
lems of this industry so that any 
paper reduction program now in 
effect or that may later be ordered, 
may affect all users equally. 

“To consult and advise with such 
agencies of the government and 
with business organizations, both 
local and national, for the purpose 
of conserving present paper and 
pulp supplies and of increasing the 
supply of manpower in the woods 
and in the mills of the suppliers 
and manufacturers.” 

This new joint committee is the 
outgrowth of a special committee 
appointed by each of the New York 
and Chicago groups to consider the 
whole subject of government rela- 
tions. 

Chairman of the New York group 
is Mr. Newcomb, other members 
being Benjamin Pakula, Frank 


Young, Ira Frank and Fred Rudge, 
with Joseph P. Smith acting for the 
New York Employing Printers As- 
sociation, 461 Eighth Ave., New 
York City. 

For the Chicago group, Mr. Len- 
nox is chairman, with J. F. Snyder, 
Roswell C. Mower, Harry O. Owen, 
and Harry B. Clow as other mem- 
bers of the committee, while S. 
Frank Beatty, general manager of 
the Graphic Arts Association of Illi- 
nois, 105 W. Monroe, Chicago, will 
represent that body. A definite pro- 
gram of activities is now being 
formulated. 


Wheeler Gets New Post 


Charles L. Wheeler, formerly 
vice-president and general manager 
of the lumber and McCormick 
steamship divisions of Pope & Tal- 
bot, Inc., San Francisco, has been 
appointed to the newly created 
position of executive vice-president. 
He will also assume the added 


duties of president during the 
military leave of Maj. George 
A. Pope Jr. 


Merges Two Publications 


Arnold O. Schwartz, publisher of 
the Master Plumber & Heating 
Contractor of New York and the 
New Jersey State Master Plumber 
for the last 13 years, has combined 
the two publications. First issue of 
the merged magazines, named Mas- 
ter Plumber & Heating Contractor, 
will appear in December. 


FOR T 
EFFORT «& wuts sate » 


book to tell the many ways in which 
Castle 16 mm. films are being used by 
the armed forces in training schools, 
in camps, in the field and at remote 
battle stations. They are serving 
from the foxholes of New Guinea to 
the bleak wastes of Attu. They are 
shown on destroyers and on battle- 
ships. Wherever fighting men need 
the benefits of visual instruction—or 
relaxation from the rigors of war— 
Castle films are humming through 
thousands of projectors. 


FOR THE HOME 
FRONT cascie s mm. and 16 


mm. movies bring the war fronts of 
the world to American homes... 
keep Americans aware of the huge- 
ness and the importance of this war. 
Castle films help maintain morale 
not only in homes, but in war plants 
and factories, and they play a major 
educational role in colleges and 
schools in the teaching of current 
events, geography, zoology, history, 
anthropology. Castle films are a 
growing force in the enlightenment 
of the nation! 


: ages . 
FOR BUSINESS 
AND INDUSTRY 


Castle distribution of machine shop 
and shipbuilding training films for 
the UNITED STATES OFFICE OF EDu- 
CATION has helped speed the training 
of workers throughout this country, 
and the British Empire. Castle Films 
also distributes motion pictures for 
the U. 8. DEPARTMENT OF AGRICUL- 
TURE, the O.W.I., and the NATIONAL 
FILM BOARD OF CANADA. It is a 
leader in making and distributing 
business and industrial films for the 
promotion of the war effort. 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted 
“Positions Wanted,” “Representatives Wanted,” and “Represe: 
tatives Available,” 30 cents a line, minimum charge $1. 

other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 
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HELP WANTED 


POSITIONS WANTED 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St, Chicago, Ill. 
4A advertising agency in New York 
City with diversified consumer ac- 
counts wants ambitious young man 
anxious to build sound future in ad- 
vertising and marketing research. 
Must be familiar with Crossley and 
Starch reports, consumer surveys, li- 
brary research. Indicate draft status, 
educational background, number of 
years in research, number of years in 
advertising agency. Please state pres- 

ent and desired salary. 
Box 4418, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 


CORRESPONDENTS 
WANTED 

Experienced West Coast and New 
York correspondents who are familiar 
with radio, motion picture and avia- 
tion industries. State qualifications. 
Write 

Box 4416, ADVERTISING AGE 

330 W. 42nd St., New York City, 18 


POSITIONS OPEN 
We specialize in advertising person- 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transactions 
confidential. No registration fee. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Il. 


OPPORTUNITY FOR ARTIST: Omaha 
Agency has unusual proposition to 
offer good black and white artist and 
layout man who wants to be in busi- 
ness for himself with a guaranteed 
income. Write Mort Duff, 1904 Far- 
nam, Omaha, Nebraska. 


POSITIONS WANTED 


Top flight illustrator desires connec- 
tion with Chicago studio handling 


high grade art work. A studio that 
can offer a good proposition on a 
freelance basis. 

Box 4409, ADVERTISING AGE 


100 E. Ohio St., Chicago, 11 


ADV. & SALES PROMOTION 
Creative idea man and practi 
lem solver. 15 years of succe: 
sults. Merchandising, mfg., t 
experience. Competent to rs 
supervise entire operation from 
to final okay. Knows man: jj,,° 
specialist home furnishi “a 
appliances. Univ. grad. Age ae 
employed. 7 

Box 4417, ADVERTISING gp 

100 E. Ohio St., Chicago, |; ~ 


LET’S HAVE A TALK 
Young advertising manager y jth ,. 
cellent record for national mony 
turer will switch for better oy; 
nity. Married, children, draft «xe 
and under 30. Write 

Box 4415, ADVERTISING (Gp 
330 W. 42nd St., New York City. 13 
Advertising Salesman—New York ; 
ritory. Magazine, trade journ 
mercial experience, contacts 
record; draft exempt; references 
Box 4375, ADVERTISING : 
330 W. 42nd St., New York City, j3 
Editor—Trade paper or house o 
Profoundly experienced in all depar. 
ments—editorial, advertising, cirey 
tion, production, general manag; 
Will assume complete charge: 
cept suitable individual position, 
Box 4407, ADVERTISING AGE 
330 W. 42nd St., New York Ci 


in 


MISCELLANEOUS 


WANTED TO BUY 


Full or part-interest in established 
publication with small but establisheq 
circulation; technical field preferred 
but others considered. Write in deta 


giving full particulars, including eir- 
culation and advertising data, editoria) 
sources, asking price. Send four « 
secutive sample issues. Private pay 
could be interested in “anemic” mag 
zine in need of new blood. All replies 


held in strict confidence. 


Box 4412, ADVERTISING AGE 
330 W. 42nd St., New York City, 1 


R. A. White Joins WOR 


Robert A. White, recently honor- 
ably discharged after 16 months in 
the Army, has joined WOR, New 
York, as account executive. He was 
previously merchandising manager 
of Sorensen & Co., Chicago adver- 
tising agency. 


Borden Prints Booklet 


Supplying an over-all picture of 
the current milk problem, “The 
Great White River,” a _  12-page 
booklet, has been issued for distri- 
bution to the public by the con- 
sumer relations department of the 
Borden Company, New York. 


Peoriarea is a good market now. fac 
tories, business and agriculture « | are 
| EYE AND FAR showing tremendous volume. Peo: «rea 
eee . will be a better market when th wat 
| see 8 is won because of agricultural sta’ ity, 
: . , ; diversified industry. 
In motion pictures, advertisers ture plus Castle’s tested, low-cost 
have one of the newest... and distribution service—reaching SA000 taceeis tk Petes te ver 
most effective ways of presenting a millions of people in audited audiences potential customers. Agricultural ini 
sales message. The impression is both all over the country .. . Castle’s tested Industrial incomes average $) 


visual and auditory . . . and audiences 
can be selected with perfect control. 
Castle’s broad motion picture back- 
ground, its years of experience in pro- 


and perfected method of distribution 
has helped to make motion pictures a 
major medium of advertising. 


Close to the hearts of the peo) 
WMBD dominates the market; 0 
the job no outside station ca: 


Peoriarea is a progressive, fertile 4" 


; ae é ‘ ‘ ket. Put your advertising do ‘t 
ducing and distributing motion pic- io work in ene Gimiieees ieedium. 
tures, is being augmented by unique WMBD. 


CASTLE FILMS 


experience today involving the dis- 
tribution of current war-effort films of 
: every description. As a result, adver- 
tisers have at their command a me- 
dium which has reached a high state 
of perfection—the sound motion pic- 
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RCA BLDG. 
NEW YORK 20 


FIELD BLDG. 
CHICAGO 3 


RUSS BLDG. 7 
SAN FRANCISCO 4 


WMEO is s MEMBER CBS 
PEORIA BROADCASTING COMPanT FLOM 1 NLlme 


WORLD’S LARGEST DISTRIBUTOR OF 
8&8 MM. AND 16 MM. MOVIES 
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WINS PRAISE MacLean Adds to Staff Quick Settlement the damage which would result|take to remove these restrictions 
Melvin J. Palmer, formerly man- from failure to put industry in a| while there is still a shortage of 

ee et Gone ager and editor of Canadian Paint ot W c t t position to tackle the reconversion| merchandise. Such a policy would 

saat and Varnish Magazine, has been ap- ar ontrac s oo > sama rg 1 FO Mg a ering it “a A ha ae 

pointed business promotional man- that from 10 to 20 billions will be| Périoe similar to that which devel- 

ager of the merchandising newspa- Asked by Sykes involved in these settlements. oped in 1919 and led to the postwar 


pers division of MacLean Publishing : The future economic situation of| 4¢Pression of 1921. 

Company, Toronto. Ronald J. Cooke, dst hae conktnenn i pine ne od week Gas pout shoes K oins CB 

formerly with J. J. Gibbons Ltd., : r epend upon the political atmos-| Keesel i 

advertising agency, has joined the sey eeacenn i with funds needed| phere in which business works. If N.E y Joins CBS 

publishing company’s Montreal edi-|{0r Conversion to peacetime opera-| conditions favor the free enterprise| ,..,. ~;,,*°esely, for the past 15 

torial staff, and Don R. Shepherd| #"S, is a prime requisite for post-| system, and particularly permit the So N. W. Ayer & Son as a 

has rejoined MacLean as advertising| W@" | Prosperity, Wilfred Sykes,| small enterpriser to function, there ~ er of the radio department 

representative in eastern Ontario} President of Inland Steel Company,| will be no question about our abil- exe ~* meg mae 3 8 

for Hardware and Metal. and chairman of the postwar plan-| ity to employ increasing numbers York, by I _ + Y CBS, New 
———__— ning Core™ of ,the National! and to raise the standard of living nager of program sales. 

. ili ssociation 0 anufacturers, told} for Americans. 
Ws a cok ee Resumes Using D es the Chicago Federated Advertising| While he urged that as soon as Yohalem Promoted 
~-5 | he eke om Spepte tenn Planters Nut & Chocolate Com-| Club today. increased production of goods per-| A. S. Yohalem, for the past five 


is ae ose ~ieeees | Dany, Toronto, has resumed adver- Any losses due to settlements not| mits consumers to satisf i 
Se Seite eee peewee | PUT e! ( y their| years a membe 
See ee See | tising in Canadian daily newspa-| made on a strictly auditing basis,| needs, wartime restrictions should The Best ok en oe kee 
Leivtphend oe | pers. Norris-Patterson Ltd., Toronto, | the steel executive declared, would | be removed by the government, Mr.| been elected secretary of the c os 
aye e Seeeeees | handles the account. be inconsequential compared with| Sykes said that it would be a mis- pany. — 
os on £- gomey 


HOUDAILLE HERSHEY CORPORATION 
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Members of the automotive industry 

found much to praise in this magazine 

color page tribute from Houdaille- 

Hershey Corp., Detroit. Other indus- 

tries will be treated in a forthcoming 
series. 


Houdaille Series 
in Magazines Uses 
Industry Tributes 


Detroit, Nov. 11.—Back in na- 
tional publications this year for the 
first time since 1931, Houdaille- 
Hershey Corporation, manufacturer 
of precision parts and equipment 
for many industries, plans a new 
series of advertisements paying 
tribute to the genius of American 
business and its contributions to the 
war effort. 

The company, which spent as 
high as $350,000 for advertising 
annually between 1928 and 1931, 
returned to the ranks of national 
advertisers this year with an adver- 
tisement carrying the heading, 
“What we are building today is 
Uncle Sam’s business—what we 
build tomorrow will be your busi- 
ness, 

The fourth advertisement in this 
series, headed “The spirit of the 
automobile pioneer still leads us 
on,” appeared recently in News-| 
week, Time, United States News| 
and other weekly publications. Hou-| 
daille-Hershey found it struck such 
a responsive chord in the automo- | 
bile industry that it has decided to| 
devote the new series to honoring 
American railroads, aviation, house- | 
hold appliances and other industries 
engaged in the fight for victory. | 


Roche, Williams & Cunnynghanm, | 


Chicago, is the agency. 

Two Named Directors 6 e 
H. H. Staff of Toronto and J. R. 

Baillie of Hamilton have been 

named directors and vice-presidents 


Procter & Gamble Company of 
Canada. Mr. Staff, district manager 
tor several years, will head a man- 


agement committee to direct policies * 
ind activities of the company. Mr. 
Baillie is manager of the company’s 
nanufacturing plant at the Hamil- 
‘on. R. B. Harris, manager of the ® 


ulk sales division, has been ap- 
jinted secretary and C. C. Uhling 
ting advertising manager. 


There are approximately 78,000 retail automotive outlets in business 
' today (exclusive of gasoline stations). Before Pearl Harbor they 
numbered about 88,000. 


“4 
ee That means a decline of only 11.7°0, which is pretty well offset by 
COLLINS the fact that the leaders among them report an increase in mainte- 
MILLER & nance work this year ranging from 5 to 200%. 
HUTCHINGS The retail automotive maintenance market is going strong and 


Ne x growing stronger. When the war stops it will really boom. 


Close to 50,000 retail automotive men—both car dealers and inde- 
pendents—will then, as now, be regular readers of MOTOR AGE. 
Then, as now, it will get results). MOTOR AGE is an A.B.C., $2 


; per year publication with the highest subscription renewal percentage 
Photo-engravers in Chicago | of any publication in its field. 


207 North Michigan Avenue 


FIRST IN IMPORTANCE 


o MOTOR AGE 


9894 | A CHILTON Publication 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


FRANKLIN 
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Here is a picture of what advertisers With hospitals confronted with the 
think of Hosprra MANAGEMENT. greatest threat in their history—encroach- 


Liquor Industry 
to Fight Black 
Market Traffic 


(Continued from Page 1) 
fice or from the newspaper if they 
do not already have one. 
All advertisements will carry a 
box listing six suggestions headed 
“Here’s what you can do to protect 


yourself against  price-gouging.” 
They are: 
1. Acquaint yourself with the) 


new OPA ceiling prices and always 
refer to them when buying. 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
specialized in the production 
of continuity strips and car- 
toon artwork for leading ad- 
vertisers and agencies— 


Johnstone & Cushing 
155 East 44 Street, New York City 


2. Pay only the established ceiling 
prices—and not a penny more. 

3. Don’t buy from racketeers, 
price-boosters and other unlicensed 
agents. 

4. Patronize only licensed dealers, 
those with state and federal licenses 
to sell you. 

5. Report any violations of ceiling 
prices to your local OPA district of- 
fice. 

6. Buy in moderation, drink in 
moderation. 

The second advertisement will be 
headed “Don’t pay a penny more,” 
and will continue the theme of urg- 
ing the public to shy away from un- 
scrupulous dealers and follow the 
six suggestions. 


Plan United Action 


Commenting on the latest com- 
prehensive campaign to slay the 
ogre of black marketing which can 
only reflect on the integrity of the 
entire industry, Kenneth S. Baxter, 
executive director of CABI, said: 

“The responsible people of this 
industry, from distiller to retailer, 
have made it very evident that they 
welcome such action. We will do 
everything in our power to wipe out 
black market activities in this in- 
dustry and all our member associa- 
tions and the individuals compris- 
ing those associations have pledged 
themselves to observe OPA price 
ceilings.” : 

The member CABI associations 


Lakes Wine Growers Association; 
League of Distilled Spirits Rectifi- 
ers; National Association of Alco- 
holic Beverage Importers; National 
Retail Liquor Package Stores Asso- 
ciation; National Tavern Associa- 
tion, and Wine Institute. 


Tavern Group Supports 


The National Tavern Association, 
through its president, Timothy P. 
Guiney, has gone on record as 
pledging that it will not deal with 
anybody but licensed distributors 
and pay no more than the OPA ceil- 
ing prices for its goods. 

The National Package Store Asso- 
ciation, through its president, Jo- 
seph Regan, has agreed to cooperate 
by posting established ceiling price 
lists on a card supplied by the 
CABI in prominent places in stores 
and to urge customers to consult 
such lists before making purchases. 

Distillers affiliated with CABI are 
currently running a series of adver- 
tisements listing the ceiling prices of 
their brands and urging the public 
to pay no more than those prices. 

The Greater New York Wholesale 
Liquor Dealers Association, a re- 
gional member of CABI, in paid 
advertisements in the trade press, 
has urged against the sale of large 
quantities of liquor to persons who 
might take the goods to other 
markets. 

The CABI campaign is handled by 


It shows that they have given Hosrira. 
MANAGEMENT the greatest percentage in- 
crease in advertising volume accorded any 
publication in this field for the first six 
months of 1943. 

With a gain of 48.5% in’ number of 
pages of advertising compared with the 
same period in 1942, Hosprrar, MANAGE- 
MENT led the field by a wide margin. Its 
record with respect to number of accounts 
is equally outstanding, with an increase of 
32.5%. With 39 new accounts recorded 
during the first half of the year, and a 
27.2% gain in number of insertions, this 
picture of advertiser-acceptance is even 
more startling. 

Editorial vitality — in developing, pro- 
moting and crystallizing opinion — has 
given Hosprrar, MANAGEMENT the tre- 
mendous reader-interest which has made 
this record possible. 


MANAGEMENT 


The Only Hospital Publication which is a member of both the ABC and ABP 
100 E. Ohio St.. Chicago 11 


i? HOSPITAL 


ment of the federal government upon the 
voluntary hospitals and the Blue Cross 
Plans—Hospira, MANAGEMENT, with an 
alert, enterprising and courageous editorial 
policy, has led the opposition to the gov- 
ernment program. All of the other hos- 
pital publications have now joined the 
effort to turn back this threat. 


Coupled with Hosprra, MANAGEMENT'S | 
exclusive news-gathering facilities, this is 
the type of editing that gives each issue 
impact on the market. That in turn spells 
results for advertisers, for only editorial 
power can put punch into advertising 
pages. 


We shall be glad to give you additional 
information about the advertising values 
which have brought about such a remark- 
able increase in advertising — an increase 
which will be still further improved in the 
record for the year as a whole. 


= 


GO TO HOME STORE, 
LIQUOR BUYERS TOLD 


New York, Nov. 10.—The best 
place for a man with an itching ton- 
sil to buy a supply of whisky today, 
or for the duration of the shortage, 
is right in his neighborhood store, 
and even then his chances are not 
good, according to the annual 
Christmas issue of Liquor Store & 
Dispenser, mailed this week. 

Retailers are advised that only 
by supplying home communities can 
the liquor industry’s system of vol- 
untary rationing be kept in working 
order. Signs reading “This Store 
Will Supply Neighborhood Custom- 
ers Only” are suggested as a means 
of checking whisky “shoppers” cir- 
culating from store to store in order 
to build up their home supplies. 

A community’s rightful share of 
whisky will not be protected unless 
retailers sell strictly along neigh- 
borhood lines and every community 
has a right to expect such protec- 
tion from the dealers licensed to 
serve it, the magazine emphasizes. 
If necessary, identification of the 
customer should be required to 
prove that he is a local resident. 


‘Blue Sky’ Copy 
Hit by Truman; 
Asks Honest Ads 


Chicago, Nov. 12.—There has 
been too much “blue sky” advertis- 
ing, pages of glowing tributes to 
American industry, Sen. Harry S. 
Truman, chairman of the Senate 
committee to investigate the war 
program, charged here last night 
before the annual meeting of the 
Central Council of the American 
Association of Advertising Agencies. 

“To read the dramatically written 
messages, and to see the highly- 
colored photographs and drawings,” 
he said, “one would almost think 
that our battles were not won by 
our fighting men at all, but by our 
war industries.” 

“Some of these companies have 
even used advertising, the cost of 
which is indirectly borne by the 
taxpayer, to create false impres- 
sions or to counteract criticism 
which has legitimately been di- 
rected at them,” he continued. “For 
example, one corporation advertised 
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an airplane as the best dive bo) 
in the world at a time when j 
spent over $100,000,000 of go 
ment money in a plant, bu 
government expense, without 
ducing a single dive bomber \ ich 
could be used in combat. A, 
airplane company inserted a © im. 
ber of advertisements, the iin 
import of which was that its ; 
were blasting the Axis and m <p 
. large contribution to v_ tory 
avroad, when the fact was that 
of the planes in question wee jp 
use, or are ever expected be 
placed in use, at any fighting 

“Other corporations inserte: ny. 
merous advertisements to the 
that the Navy was using helicopte;; 
against submarines, when the fay 
was that the Army and no! the 
Navy was developing helicopter 
and that the Navy deserved 
cism, rather than praise for its ac. 
tion with respect to helicopters.” 

Opposing government paid adver. 
tising because of the many 
gers and difficulties” involved, § 
ator Truman complained that many 
corporations had gone beyond rez. 
sonable limits in charging advertis. 
ing as an expense of war business 
He said it would be impractica}, 
however, for the Bureau of Interna) 
Revenue to become a censor of ad- 
vertising practices, and that it is up 
to the industry itself “to make cer- 
tain that every piece of advertising 
carries a real and an honest mes. 
sage to the public.” Industry, and 
the nation, he said, need more of 
that kind of advertising. 


Masius & Fergusson 


Assume L&T Interests 


The business of Lord & Thomas 
Ltd., London, has been taken over 
by Lt. Col. Leonard M. Masius and 
William B. B. Fergusson and the 
name has been changed to Masius 
& Fergusson Ltd. 

Mr. Masius has been associated 
with Lord & Thomas since 1929. Mr 
Fergusson, who joined the agency 
in 1933, has been managing directo; 
of the London branch since 1940 
The change follows the retirement 
of Albert D. Lasker, principal owner 
and president of Lord & Thomas, 
and the taking over of agency af- 
fairs in the United States by Foote 


Cone & Belding, almost a year ago 


| 
| 
| 
| 


The New BIG MARKET 


in Texas! 


*FACTS ABOUT CORPUS CHRISTI: 


@ POPULATION: City zone, 101,400; metropolita: 
area, 123,239; ||-county trade area, 256,031. 


@ INCREASE: 33%, 


since 1940. 


@ PROSPECTS: One of the six fastest growing U. S 


cities expected to retain wartime growth. 


@ COVERAGE: Only one daily newspaper, The Cor 
pus Christi Caller-Times, circulation 46,450 daily, a 
79°/, increase since 1940, 


REPRESENTED 


*From A.B.C.. Standard Rate & Data 
Advertising Age, Bureau of Census 


The Corpus Christi Caller-Times 


BY THE TEXAS DAILY PRESS LEAGUE 
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. ” : “What ten years of agitation and| development to the attention of pro- 
Reclaimed Paper Butler Bros. Shifts Says Postwar Jobs organization could not accomplish| duction managers and even higher 
; Kamberg, Perlet, Eames A was accomplished in two years of| executives. _ 
Tested on Press George M. Kamberg has been re Dependent on unemployment,” he said. | Industry will be expected to have 
it " 7 #| appointed general sales manager of — ° | C. Scott Fletcher, field develop- | the necessary money and tools to 
ich BO} New York News the home furnishings division of Trade Initiative | ment director of the Committee for | give returning soldiers sufficient 
Nother PAM Butler Brothers and will direct the | Economic Development, and sales training paralleling that which they 
| m- New York, Nov. 11.— Printing selling of floor coverings and furni- New York, Nov. 9.—If free enter- na Soa ee Cor- undergo in the services, so that they 
\in J newspapers on paper which is made | ture for the company. He will also| Prise is to survive it must provide | Poralon, told the sales executives! can get jobs offering them advance- 
Panes pulp and from 10 to 20% de-| have charge of the selling of major | 4dequate employment after the war, | mae aces te, deieenetes ~~ i ment as well as opportunity, Mr. 
ing nked salvaged newsprint WAS) electrical appliances after the war.| Bruce Barton, president, Batten, ucts pee the war as » Fletcher said. 
ory hown to be entirely practicable in| Mr. Kamberg, who has been in| Barton, Durstine & Osborn, declared “Too many poy at the top,” Mr The committee’s advertising group, 
One , demonstration yesterday in the charge of home furnishings in the| at the weekly luncheon-meeting of Fletcher asserted, “feel they should working with all agencies in the 
eve in jant of the New York Daily News Chicago branch, will be succeeded | the Sales Executives Club of New not spend real money for the devel-| field, will soon distribute a case 
be ittended by more than 50 execu-| jn that position by Arthur W. Per-| York today at the Roosevelt Hotel. opment of new products. We want|study of the postwar plans of 
} ‘Font es of newspapers and paper com-| jet, floor coverings salesman. __ Mr. Barton pointed out that Hitler| manufacturers ready with mnew|Servel, Inc., prepared by BBDO 
PC. nue panies, technicians, and War Pro- William A. Eames, home furnish-| Was a “local and somewhat ridicu-| products that they can put into pro-| Mr. Fletcher said. The Advertising 
> effect juction Board representatives. ings manager in the company’s| lous figure” until 1931, when Nazi! duction as soon as they have gone| Federation of America, of which 
ro Dler Six runs at a press speed of 28,000/ New York branch, has been trans-| representation in the Reichstag in-| through the transition’ period.” Mr. Barton is board chairman, is 
le fact hour, with six different types! ferred to the headquarters buying| creased from 12 delegates to 107,; Mr. Fletcher pointed out that}now outlining a program for use 
OF the paper, were made on the big offices in Chicago as buyer of floor’ and attributed this to acute German | sales executives were ideally fitted| by all advertising clubs throughout 
pte, s, and copies given to the guests | coverings. unemployment from 1929 to 1931.'to bring the need for new product! the country, he added. 
L criti. inspection. Two of the runs| 
Its ac. ere made on stock made by mix- 
ers,” 10% and 20% of old newspapers 
adver. t de-inked) with pure pulp. In 
dan- t other runs the newsprint was 
1, Sen- xture of pulp and 23% de-inked 
nany paper, and pulp and 43% de-inked 
Q Tea- paver. 
Vertis. r comparison special copies 
isiness were also printed on pure pulp 
tical, paper, which has a slightly yellow 
iternal tinge, and the News, regular stock. 
of ad- (o newspapers and mill execu- 
t is up tives who watched, the “ersatz” 
re cer. paper appeared slightly grayer than 
rtising ordinary newsprint, but it was 
Lt mes- agreed it would be scarcely notice- 
y, and able to the ordinary reader. 
ore o 
. Flynn Supervises Tests 
The tests, made under the super- 
ion of F. M. Flynn, business man- 
ager of the News, were the culmi- 
nation of many months’ experiments 
thomas with the Time and Life research di- 
" weer ision, Syracuse University, two} 
ns od paper companies, and pulp tech-| 
id the nicians. : 
Masius Commenting on the demonstra- 
= tion, William Baumrucker, admin- | 
ciated istrative assistant to Mr. Flynn,}| 
9. Mr said: “We have demonstrated that 
agenc' use of paper made partly of de- 
leartns inked newsprint is practical. From 
1940 here on it is up to the paper mills, 
ement the publishers, and WPB officials in 
owner Washington to carry the ball. This 
homas experiment should also spur on the 
cy af. waste paper salvage drive.” ' 
Foote While praising the News highly 
ir ago for its enterprise in proving the 
Ke feasibility of using de-inked paper, 
—_— experts present pointed out that 
mills must have the waste paper 


°~... 


before it can be de-inked. Another 
factor is the high fiber loss which 
takes place in the de-inking process, 
which runs up to 25 and 30%, 
although Time and Life officials be- 
lieve that this can be cut to 15% in 
a mill set up to recoup losses from 
its wash water. 

A soap and alkali formula was 
used in de-inking the paper used 
in yesterday’s demonstration. 


roll 


tories, Syracuse. 


The New 


Chicago Tribune are planning dem- | 
of the 


onstrations similar to that 


News. 


Capital Adwomen 
Get AFA Charter 


Vashington, D. C., Nov. 


Charter of affiliation with the Ad- | 
' America H E 
presented to the Women’s Ad- 


Using Federation of 
“sing Club of Washington 
monies here last night. 


| Association 
AFA vice-president. 
e club had its inception 


zation plans. Several 


The | 
were made at the New York 
State College of Forestry labora- 

| 


York Times and the! 


10.—A | 


last | 
| when a group of women asso- | 
i with advertising agencies and 

Stations in the capital began | 
pre- | 
nization meetings were followed | 
ection of officers in May, and} 
lub now has a membership of | 


| 


at | 
The | 
entation was made by Willard 
golf, vice-president of the Na- 
of Broadcasters | 


35 advertising women execu- 


Primary Objective Education 


ioe 
o 


a . um, stil *-¢ 


ja, Ce 


> . 


Tye 2 « —_ . 
, ‘ : ee - 
ny 4 Mew « 


IS CRUCIAL MATERIAL—AND HOW! 


| —and he has the highest priority rating in the book, he and his sisters and his brothers 
all over the country. They are our children; they are America tomorrow. ... They will 
be fed; they will be clothed; they will be protected; they will be educated—and all 
these things will be done in spite of taxes, regardless of lend-lease, with an ample quota 
of red, blue and brown points, and they will be done for the duration—and then some. 
. .. Because these things will be done, buying goes on; selling is still an essential factor 


in moving merchandise and advertising is becoming an increasingly powerful force for 


establishing preferences. ... Far-seeing advertisers are either maintaining or stepping 


a! ub officers are: President, Betty P . ° ° . . 
ng Gwyer, Henry J. Kaufman, up the vitality of their advertisements—and in greater numbers they are using Rogers 
ertising; vice-president, Helen 
Mobberly, Station WWDC; treas- engravings to aid them. Probably you are one of them—or are about to become one. 
Catherine Stivers, Washington | 
S corresponding secretary, Edith 
n Lusby, Drake Press; record- 
secretary, Lilyan King Harris, 
- nt Company. 
he club, the only AFA member O G F R S EF N G R A V | N G C O M p A N Y 
6 Washington, has as its primary | 
lives a program of education | 
he younger Washington advertising 
sus nen, active participation in na-| MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


il wartime and postwar adver- 


ng activities, and furtherance of 


1€ration’s aim to render a worth- 
ile service to the government. 
iness and consumers. Meetings 
held semi-monthly. 


Adolph F. Buechele, President 


2001 CALUMET AVENUE + Phone CAL 4137 + CHICAGO, ILLINOIS 
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Prospects Flock 
fo Snap Up Offer 
of $500,000 Loans 


(Continued from Page 1) 
Heller office the second day after 
the initial ad appeared declared that 
he knew of five companies who 


needed and could qualify for the) 
$500,000. And in Boston, the Heller | 


company heard almost instantly 
from a woman who wants $500 to 


go into business offering horse race | 


tips. She offered to repay the money 


after she wins a damage suit now | 


under way. 


Company officials did not expect | 
a substantial number of answers to} 


the appeal 
surprised with the results. 
additional 
planned in the same papers before 
the first of the year, with headlines 
far from the orthodox bank adver- 
tising style—‘“He didn’t know how 


Two 


and accordingly were | 


1,000-line messages are | 


to buy out his partner,” and “How | 


to do a ‘million dollar business’ on 
your present capital.” 
The Heller company, whose busi- 


ness volume last year totaled $177,- | 
the | 


000,000, takes the view that 
need for investment capital has 
mushroomed since Pearl Harbor, 
that capital structure in many cases 


hasn’t kept pace with the growing | 
business. “Asset financing” by com- | 


panies such as Heller is the answer. 
it believes, since certain risks are 
outside the field of banks and gov- 
ernment loaning agencies. Heller 
can provide funds out of proportion 
to a man’s worth, with no limit 
within reason; and doesn’t need to 
be paid periodically, as do the 
banks, Mr. Richland points out. 


Admits Rates Are Higher 


“Whether you want to use this 
money to pay heavy taxes, purchase 
needed equipment, buy out a part- 
ner, handle more business with your 


present capital, or for any other 
vitally important purpose,’ the 
opening advertisement told _ pros- 


pects, “you will be free to follow 


SETS NEW PACE IN FINANCIAL COPY 


THIS ADVERTISEME 


TO FIVE CONCERNS 
EACH NEEDING '500,000-TOMORROW! 


NT IS ADDRESSED 


| | ym is probably the most forthright adver- 
tisement ever published by « conservative 
financial House. And advisedly so 

The tempo of the day and the temper of industry's 
needs, under the lash of war, call for unvarnished 
words and shirt-sleeve facts. 

Accordingly, we say that you can have our check 
for $500,000... more, if you need more .. less, if less 
is called for; on a basis that will solre rather than 
involve your problems. And you can have it in an 
incredibly short time—if there is # reasonable rela- 
tionship between your worth and the amount of 
money required. And provided we can help you 
make money with reasonable safety to ourselves. 

Whether you want to use this money to pay 
heavy taxes, purehase needed equipment, buy out 


. 


“In 1942 our volume totaled 8177 000,000 


8 partner, handle more business with your present 
capital ., . or for any other vitally important pur- 
pose... you will be free to follow through with 
your plans without the need for repaying this money 


at the expense of your operation. 


Under our plan of financing, current ratios are 
not the controlling factor. The cash you get from us, 
under ordinary conditions, wil! be at your disposal 
indefinitely. In effect, it serves as capital money. 


Frankly, our charges are higher than bank rates. 
But figured on the basis of end-results, extremely 
reasonable. 


You may communicate with us in strictest con- 
fidence regarding our ability to meet your specific 
needs. Write, phone or wire today. 


WALTER E. HEL 


FACTORS .. . Sales Pi 


LER & COMPANY 


al 


105 WEST ADAMS ST. CHICAGO - 


“s 
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Experts Discuss 


Television as | 
Future Ad Medium 


New York, Nov. 11.—Representa- 
tives of leading advertising agen- 
cies, advertisers, radio networks, 
the motion picture industry and 
press converged last night upon the 
Advertising Club of New York to 
hear what postwar television por- 
tends and to see actual demonstra- 
tions of commercial telecasts origi- 
nating from the Allen B. DuMont 
experimental television station, 
W2Xwvy. 

The joint meeting, arranged by 
the American Television Society in 
conjunction with the Advertising 
Club, drew an overflow crowd 
which necessitated the installation 
of an extra television receiver in | 
one of the club’s spacious lounges | 
to accommodate those who could 
not gain admittance to the main | 
dining room. 

Designed to stimulate interest in | 
television on the part of those who | 
will, in large measure, be influen- 
tial in the future economic struc- 
ture of the industry, the meeting 
was opened by Norman D. Waters, | 
president of the Society. 


Sees Programming Need 


Declaring that the technical | 
phases of television are being tack- | 


60 EAST 42ND ST, NEW YORK 


| 


Dramatic headline and down-to-earth copy helped win a remarkable 


response to this financial offer 


in 1,000-line newspaper space. 


through with your plans without | 
the need for repaying this money at | 
the expense of your operation... 

“Frankly, our charges are higher | 
than bank rates. 
basis of end-results, extremely rea- | 
sonable.” 

All Heller asks, the message says, 
is a reasonable relationship between 
“your worth and the amount of 


Bustling with war-busy Americans—more than 90,900 of 
whom recently immigrated to this rich market—the 
Sabine area of Texas today boasts a population in excess 


of 250,000. 


Here, in the counties of Jefferson and Orange, are over 


500,000 hands well-filled with currency . 


. . hands that 


are ready to reach for your product if your advertising 
reaches the receptive minds that guide them. And 
KFDM is the major network station which really gives 
you coverage and deep penetration of the Sabine area. 
Located in Beaumont, one of America’s fastest-growing 
cities according to recent national surveys, KFDM offers 
you a Hooper-authenticated listening audience such as 
no other station enjoys in this wealthy market. Ask for 


the facts today. 


Represented by the Howard H. Wilson Company 


Siul NETWORK 


$60 «.C¢ 1000 WATTS 


Megretised . 


SERVING THE “MAGNETIZED SABINE ARTA 


Grewing prepic end industries from other sections! 


money required”—‘“provided we can 


help you make money with reason- | 


able safety to ourselves.” Prospects 
were asked to write, phone or wire 


But figured on the| the company and, according to Mr. | 


Richland, they did that with sur- 
prising speed. 

The second in 
month, demonstrating how funds 
obtained from Heller can serve as 
capital money when “E.W.” wants 


'to buy out his partner and repay | 


the money out of profits. Each ad- 


vertisement points out that Heller’s | 


rates, which vary in_ individual 
cases, are higher than bank rate 
loans but that this percentage is 


“extremely reasonable” when 
portant results are achieved. 
Three achievements of the initial 
copy are listed by Mr. Richland. It 
drew enough direct inquiries, which 
weren’t assured in advance, to send 
out all top men on contacts; it re- 
| minded business friends that Heller 
|not only is functioning but is bid- 
| ding dramatically for new business; 
|and it taught some skeptics that a 
| Factor-—a finance company—fills a 
niche in the business structure. 
| The newspaper copy is Heller’s 
| first venture into that medium, ex- 
cept for the tried-and-true financial 
notices. It asks that the present 
| series be kept off the financial pages. 
| Reprints of the advertisements will 
| be sent to a list of manufacturers, 
as well as direct mail follow-ups 
and the company’s regular business 
letters. 


Camper to Crossley 
S. D. Camper has been 
| Southeastern regional manager 


ley Corporation. 
merly was with Kelvinator 


the non-conven- | 
tional series will appear late this | 


im- | 


named | 
of 
the commercial division of the Cros- 
Mr. Camper for- 
Cor- 
poration and RCA Mfg. Company. 


led by the Radio Technical Planning 
Board, but that no such organiza- 
tion exists for consideration of the 
vitally important programming as- 
pects of television, Mr. Waters de- 
|clared that advertisers and agencies 
|will yield as great an influence in 
| television programming as 
| have in radio broadcasting. 
| “That is why it is high time for 
| them to realize their responsibilities 
|if they are to share in the golden 
opportunity that lies ahead in com- 
mercial television,” Mr. Waters as- 
serted, adding: ‘television needs 
them and it is only right for them 
to take a leading part in program 
experimentation at this early stage.” 

John Southwell, chief radio script 


they | 


writer for Batten, Barton, Durstine | ° 
|gest problem of the postwar tele- 
vision industry is that of an accept- 


& Osborn, discussing television as 
it will affect the advertising agency 
and its clients, declared, “I don’t 
know a thing about it, but I’m an 
agency man and I’m interested in 


| programming and how it is going | 


to sell and what is going to happen 
|; when some day some of our clients 
| suddenly ‘discover’ television.” 
Pointing out the wide divergence 
in the techniques of radio and tele- 
| vision, Mr. Southwell asserted that 
| while he did not know the why, 
|when or where of television, “* 
| know this, as an advertising me- 
dium, in the words of our clients, 
‘it’s terrific.’ ”’ 
| Mr. Southwell told ADVERTISING 
| AGE that since his agency began its 
|experimental telecasts on General 
|Electric’s station, WRGB, last August 
for Lever Brothers, B. F. Goodrich 
Company and Hamilton Watch 
Company, about nine additional cli- 
ents have begun using the medium, 
including Easy Washing Machine 
Corporation and Whitt & Bond. 

Thomas H. Hutchinson, supervisor 
|of television for Ruthrauff & Ryan, 
| declared that right now is the time 
for advertisers to begin experiment- 
ing and find out what they are go- 
ing to have to do to use this new 
medium in a way that will dwarf 
anything that has ever been accom- 
| plished in radio. 

He pointed out that the delays 
which have beset television in this 


| it be used as a guide to try | 


country may well be a bles 
disguise for American adve 
“if we take advantage of the 
situation to find out what 

going to have eventually + 
sent.” 


Urges Experimenting 


Mr. Hutchinson pointed o 
with the present televisio: 
ence of today, advertisers ca 
mistakes now “that we are 
to make without paying 1 
the nose for them. Here we 
small audience that has se 
years of television programs, 
what it likes, and is in a ve 
ical mood. The job of expe: 
ing now is up to us and the 
we wait the costlier our ex; 
is going to be.” 

The majority of advertising ; 
cies fail to realize the progra 
techniques they must learn t 
television programs accepta 
clients and to the public, a 
Mr. Hutchinson. 

Naturally, he added, no 
tiser can expect to sell prod) 
means of television to the sn 
dience existing today, but thi 
audience should prove invalu 
out what can be accomplished 

Thomas F. Joyce, manager 
radio, phonograph and _ tel 
department, RCA Victor Divi 
the Radio Corporation of An 
said that television broad 
cannot become a _ substantial, 
supporting advertising mediun 
til television receivers are i: 
dreds of thousands of homes. 

Mr. Joyce predicted that 
five years after commercial res\ 
tion of television, sight and 


programs, broadcast by a networ\ 
of stations in 157 key cities, will | 


available to 60% of the peop! 
receivers priced at about $200 

Citing one result of an 
survey which showed that 


television set priced at $200, M 
Joyce based his forecast on 194 
| labor and material costs and assum- 


|ing no excise taxes. 


| period, he added. 


able low-cost receiver, and 


| this is solved nationwide broadcast 


ing service involving the i: 
| facilities and production of suit 
advertising programs, would r 

| develop. 

| 


Experience Will Count 
| oR. 


L. Gibson, assistant t 
| manager of General Electric b: 
| casting and publicity, said that 
| vertisers who know the pote! 
| ties and limitations of televisi« 
probably obtain preferred tim« 


|medium and merely seek to ‘ 
over” radio shows. 

Asserting that television req 
more motion picture than 
| technique, Mr. Gibson revealed 
|GE has deliberately attempte 
| bring together men with traini 
| various fields in organizing its 
| gram staff at WRGB. 


| Allen B. DuMont, head of the ! 


addressed 
|}assemblage via television and 
| that while the sets installed ir 
club to receive the telecast 
built by his organization in 
those of the future “will be ar 
tirely different animal.” 

Ray C. Wakefield, FCC con 
_ sioner, came from Washingto 
watch the proceedings. 


| Mont organization, 


of the 
Vision 
On o! 
erica 
asting 

self- 


| the United States through televisio 


11-city 
more 


| than 61% of men and women ques- 
| tioned said they would buy a good 


N 


Mr. Joyce declared that the big- 


once 


eSi- 
ment of millions of dollars, neiw 
it 
dly 


those who know little about the ne 


THAN SECOND NEWSPAPER ~ 


However, dis- 
agreements on standardization woul 
make the $200 receiver improbabl 
at least for the immediate postwa 


ig 
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15 943 A 61 
Basie 8 . of interested parties. Under ques- “Chairman Fly in his testimony ; 
r€ sen & 3 islation Urged tioning from Sen. Reed of Kansas,| attempted to split one of these con- Perkins, Howard Get War Dept. Okays 
eb cseniiile who feared “nuisance intervention,” | trols from the other,” Mr. Paley New ‘Star-Journal’ Posts 

on he said that the KOA case, in which said. “Anyone who has operated a Harold E. Perkins, national ad- Cost of Morale 
to pre s ° 17 judges issued 10 opinions, illus-| radio station knows that program|vertising manager, has been ap- A a 
i" e ine ig $ trated the need for precise Con-| control iis indivisible from business | pointed assistant business manager Copy in Dailies 
iz gressional mandate on the right to | control. ; 
; intervene. Hiya I inane that broadcast- (Continued from Page 1) 

Ov! tha , Chairman Fly, who had testified| Ts should be regulated and super- absences and obtain new employes.” 
on audi. i Broadcasters | for three days last week, returned | Vised within stated fields,” Mr. Paley Local a. aan or all 
an mak to the stand Thursday to complete} @ppealed, “let the mandate come authorized to approve such advertis- 
‘€ \ounl Washington, D. C., Nov. 12.—|his statement on the bill. He had from Congress. Give us a law which ing in advance. 

t rough Representatives of the FCC Bar As-| stepped aside on Tuesday to permit will permit ee with In predicting this restatement of 
© aye.Mociation told the Senate interstate|CBS President William S. Paley,| limitless power to make rules this policy on advertising, this high War 
e foy »merce committee today that} who will go overseas shortly for —_ ef ape ye the next, change Department auditing official said 
S, nowlll—Congress should adopt legislation| OWI, to appear before the commit- t em at wi 1 and extend their effect that the policy will be applied di- 
er on'Meining the rights of broadcasters | tee. ? an entire field of broadcast activi- rectly on cost-phue-fized tee con- 
er ment. ntervene in cases before the Mr. Fly devoted most of his final uM nn ae ee OE ee tracts, and indirectly in fixed price 
16 longe FCC, and to take the Commission's | appearance to rebutting testimony va + ey ot are ¥en e p ns d contracts. The government would 
periey iecisions to the courts. by the CBS president. He said the = elgg Bad gd od by — ba — absorb the advertising cost by reim- 

spokesman for the Bar Associa-| broadcaster’s strategy “was to create | Stations misuse their facilities than bursement in cost - plus - fixed - fee 
NE age j executive committee, Herbert} fear of censorship and program con- nave ’ ye gh Bo ~ — yan : cases, or by including such allow- 
raomin iM. Bingham, chairman of a sub-|trol, and under the guise to get rome re stations what they H. E. Perkins S. G. Howard ances in fixed prices 

to make committee on legislative proposals,| Congress to grant back to the net- p gon d_ broa — and what | the ‘a a ee Expenditures in trade and techni- 
nhla**fcommented: “I don’t want this| works monopolistic control of the|4merican public should hear.” | of the Minneapolis 7 . De pte alee ; é 
tabli “yee : x “ang ” Each of the 900 stations is in| Tribune. cal publications and in local news 
acserte: Commission or any other commis- industry. ; les iti aoie Ss 1 G. Howard, advertisi apers are considered an “ordina 

“(Mon determining what are my|_ Referring to Mr. Paley’s assertion| @¢tive competition and responsive; Samuel G. Howard, advertising| papers are considered an 0: Ad 
ight the rights of my clients.”| that “each of the 900 stations is in|‘? the public will, Mr. Paley said. |manager since 1938, has been named} and necessary” administrative ex- 
) adver. ts Bingham endorsed , BB moma active competition,’ Mr. Fly de- “Is it not far better to divide pro-| advertising director. Willis Brown, | pense for war contractors. The War 
- a the proposed White - Wheeler bill|clared “free competition, my foot. | 8ram control among 900 broadcast- assistant retail advertising manager, at we ray feels, et te = 
au- hich permit all interested parties| Paley wants radio in the position of|€*S, each under the discipline of) has been promoted to retail adver-| advertising is necessary to sell the 
his small jm tervene in FCC actions. Hela legalized outlaw. He wants no|C°Mpetition and the constant need/|tising manager. Frederic W. Clif-| government, and therefore does not 
lu: ble if “4 favored sections dividing the| regulation at all, but if there must for public approval, than to concen-| ford Jr., classified advertising man- permit charges for selling or insti- 
. ‘Nd Hi commission into two parts, and|be regulation, not by the FCC, be- trate it in the hands of one commius- | ager, becomes national advertising | tutional copy. 
9 others providing for declaratory|cause the FCC knows too much| Sion free of both restraints? manager, and John Copeland of the a 
r Of the Mi judements from the Commission. | about radio.” Mr. Paley asserted that CBS had | advertising staff has been appointed} JA Promotes Jeffrey 
Clevision f° }\s opinions ran into strong re-| In his appearance Tuesday, Mr,| been unharmed by the network | classified manager. Arthur Jeffrey has been appointed 
vision of  buttal from Chairman Burton K.| Paley told the committee that until | Monopoly ig ae tee largely be- ie, seeneeepate publicit amnaame of United Artists 
America, fi wheeler, co-author of the bill, who the tine of the Supreme Court deci- | C@US¢ of the independent and vol-| Fyedq Dibble Moves teu York Before joining the com- 
casting Mf asserted’ that the provision for de-| sion, radio had had one master, the| U%tary cooperation of stations and Fred A. Dibbl biichecs! beakies lana in SANT, She. Eeliees Gn b 
al, self-% cjaratory judgment might “be nice| public. “Since that decision,” he|°f advertisers, and because the oe oes eh ee aren’ See me, Bey ig he apt 
ium un- fH in some ways, but it might result in| said, “it has found that it must great bulk of our network business| has moved Harris-Dibble Company |licity director of Warner Brothers 
in hun- ff} « much work that the Commission| serve another master, the Commis-| i these four months was based on to 512 Fifth Ave, New York. New York theaters. 
S. wouldn’t have time for anything] sion.” contracts placed before the regula- 
t within Helse.” The day of the Supreme Court | tons became effective. ™ 
resump- “In an industry where you have] decision, Mr. Paley said, “marked Chairman Burton K. Wheeler dis- 
d sound [new developments such as FM and| the end of one world and the be-| @8reed strongly with Mr. Paley’s 
network Mtelevision,” Sen. Wheeler said, “the| ginning of another. We come to| Position, asserting that the public 
, will be [Commission might be tied ‘com-| you as the court of last resort,” he| Would not grant licenses without 
eople pletely in a knot by these declara-| told the committee. “Only you, the] @taining control over them. The 
Plevisio tory judgments.” spokesmen of the public, can reverse CBS president’s plea for legislatiox, 
200 Sen. Wheeler was also cool to the| the effect of the Supreme Court’s to define the broadcaster's rights 

ll-city Jrevised structure of the Commis-| decision.” won a sympathetic nod from Sena- 
it more MJsion, under which the chairman| Mr. Paley said the White-Wheeler od Albert Hawkes of New tenet 
-n ques- [would be an administrative officer| bill goes a long way toward giving ae Cham Sen. Hawkes said le felt | 
- a good Jgwith no power to formulate policy.| radio the protection it needs “and — coe —_ Commission, | 
00, Mr "The chairman should at least be| should have.” " — regu ate — 
on 194) Mgpermitted to sit in on the policy| One fundamental safeguard which t the Thursday eesscon, Mr. Fly | 
| assum. sessions,” he said. “Otherwise he| is paramount, he said, “is a straight- — = committee that “if we are 
ver, dis. Mgwill be merely a secretary to the| forward prohibition against the “eo the sort . thing Mr. Paley | 
nN would |_Commission.” Mr. Bingham strongly | commission concerning itself with th See Ae cue Hee ee | @S across 
robable [urged the committee to adopt legis-| program policies or business prac-| ‘© tatior as —— t a om \ 
postwa lation permitting the intervention | tices of stations.” te gg ean wai” a Ay “put | ss) 

r don’t wreck the Commission and 

1e Dig- ai * 
ewe MEDIA SALES PROMOTION MANAGER __ hiliiilanigiiclpmasiell, Mai ’ 
gyno Wanted to Make the Most of a Fine Opportunity “Soap operas” and other pro- FO wee aan Street Ss Leaders ; 
id once grams came in for a_ beating! 
oadcast o f the a — in = . open The job a ine. eS sens at the Thursday session, with Mr. \ : 
invest- wy seeailet ee ee no Sie eee a io aaahaean caries power Fly and Senator Wheeler finding \ \ Precision advertisin is as im sortant t succ ssful ; 
= ~ pers ~ = Ml ge oe “* y- Ag. yy a a ee common ground - assertions that | * s ae + 8 >) a I aie _ . 
suitable nag: they should be yenerwned. Senator | S business as precision bombing is to a completed mis- 
or; 11, yon ie a ee = ba ony “y —_ i 4 a. Sa By a ae eeler sai “some Oo t e soap | s ) : - . . a 

ou eal be aconael n nig fob The bose i. gh S ay! post Per a for them operas are vile and rotten,” and — E lace sets sanar _— where at will be read by the 
at n who gets this job should be a well educated chap in his thirties with a family and with a wo gee he oe | selected influence audience ick Main Street ° leaders. 
background of cop shting, research and marketing experience Agency experience wouk re wi a Statio or syste S | rs ° ‘ - 

‘ t} ra ~= ‘ pore al mind "ee = pce ability ~ a. A ’ =* that sort of yy ey Fe ae R <j a argos any re — ” a 

. “— lave been 1 advertising mez enough o now yy now where ou Want o 20 ake a on a ) ; y . ) bs) Ss , 7 s 
> broad- Le If fou sag E this wb. Ay it is a handful. a. ean A a —— for an ” ry i "f of ‘ sid mages s sedi ong 
that ad- — Rae = . a oe & going —— mone a ng ge and a gue D e pro essionail men... presi ents, vice-presi ents, gen- 
tential eee a avid Beecroft, eral managers, owners, partners, board members. 
— . : These are the men who buy and influence the pur- 
me ve 
the nev Pioneer in Auto chase of commodities, equipment and services . . . 

» “make Industry, Dies now and in the vast post-war markets. 

requires South Bend, Ind., Nov. 9.—The They are the leaders who, while taking an active 
: or automobile industry lost one of its part in all phases of our war effort, have assumed 
eq tna most colorful figures in the death ahiten t at.w omens te 

pted to Sees nak Waltew at Weve Weeseeth. leadership in post-war planning and thinking for 


ETROIT AREA 


68, vice-president of Bendix Prod- 
ucts Division, Bendix Aviation Cor- 


their communities and their businesses. 


These men, busy as they are, still make time to read 


waite 3 poration. He had been ill for sev- i : = - : are 
ete | eral months. | JL their.magazine ... The Rotarian . . . for its timely 
| Mr. mong ence Oy Reng = in the - articles fill a vital need in their daily thinking. Inde- 
automotive world, bega is career| / . i . 
FOR LE ay lin 1902 in the then ieee Dh me os ( pendent surveys and a continuously increasing flow 
| as editor of Automotive Review. He of evidence of reader interest prove this conclusively. 
é ist had known practically every note-|— 


@ Time-sales at CKLW 
are hitting a NEW HIGH 


.  « leading ‘em all in many major retail classi- 


| Age, Motor World and Automotive 


worthy figure in the industry and 
his kindly nature won him a host 
of friends. 

He left the editorial field in 1928, | 
after serving as editor of Motor 


Industry, to become associated with 
Bendix Corporation, predecessor of 
the present company. 


BERT C. BRUMM | 


Cleveland, Nov. 9.—Funeral serv- 


Only The Rotarian can give you complete coverage 
of this selected and highly influential audience. Call 
or write us for further details. 


Space still available 


. Rotarian 


ines ter Gast GC, Brame. 44. of the 35 East Wacker Drive, Chicago I, Illinois 


Cleveland office of United States} 
ee Faeum 4 ry ee — im ailecan,. | 
new ones are signing up for more results, more sales, more | News and widely known in adver 


| tising circles in the Midwest, were | PV xs 49 By 
success ... in America's 3rd market! A big 22-hour daily held here yesterday. x 


fications, Old customers are staying on... 


- Gn 


FA [pr le 
| Mr. Brumm died unexpectedly Ce. 5 Shr = 
schedule, at 800 k.c. Nov. 5 at his home in Lakewood, O. JS) DRS ry 
|He began his advertising career] [~ wal 
| with B. F. Goodrich Company in| 


Chicago and later was associated 
|} with Pabst Brewing Company, Mil- 
waukee, Gillette Publishing Com- 
pany, Chicago, and Roads and 
Streets, Water Works and Sewage | 


Union Guardian 
Building, Detroit 


| 


and Powers Road Catalogue of| 
Cleveland. He joined the Cleveland 
sales office of United States News| *176,766 net paid @ 


last March. He was active in affairs | 
of the National Industrial Adver-| 
tisers Association and the Industrial 
Marketers of Cleveland. 


(ABC), June 1943. 
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But there's ONE thing... 


0" family always has a grand time together— 
but we seldom seem to agree on just what we 


like and dislike. 


“For instance, when it comes to movies, my hus- 
band wants a murder mystery; Jim—he'll be in the 
Army next month— wants comedy; while Barbara, 


who’s just 17, is likely to balk unless it’s a musical. 


“That’s the way it is with everything else 


books, sports, vacation spots, and people. But 
there’s one time when we all like the same thing 
—and that’s when we sit down each week to 


read LIFE. 


“I’m sure it’s because LIFE tells you about so 


many different things all over the world, and does 


it so interestingly with such fine pictures. 


“LIFE makes the war news clear to me, and it 
helps me understand national and foreign affairs 


and even some scientific subjects. 


“And, it’s by far the most entertaining maga- 


zine I know of. No wonder we all like it so much!” 


Different words, but same story 


LIFE readers, in their letters to the editors, have many 
different ways of expressing themselves. 
But—almost invariably—their story is the same. 
That is, they say they enjoy LIFE so much because its 
particular style of picture-and-story reporting gives 


them a wonderfully clear, vivid idea about any su! 
ject it treats. 


This, plus the fact that LIFE each week reports 01 
a fascinating variety of topics, is very likely why th: 
magazine has such a tremendous number of reader: 
all over the country. 


In fact, LIFE has the largest reader audience oj 


any weekly magazine in America! 


“Eyes for the minds of America” 
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ivertising Age, November 15, 1943 


TALK OVER RADIO'S NEW FILM 


After presentation of radio's new film, "Air Force and the Retailer,” this foursome 

discussed the showing recently in Chicago: (left to right) E. C. Carlson, adver- 

tising and sales promotion manacer, NBC central division, and member of the 

Chicago retail promotion committee; Lewis Avery, NAB director of broadcast 

advertising; W. T. White, sales manager, Wieboldt Stores, Inc., and Ben Berent- 

son, sales promotion manager, WGN, and chairman of the Chicago presentation 
committee. 


FIRST NATIONAL COPY FOR VITALOX 
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VITALOX 


Armour’s Meat Fiavor Discovery 


Groad for grevies . .. svperb in soups... “ % 
morveloot with meats ...thot's Vitalox! % & d 
it's rich in heatty meot flaver, and it : ' 


costs oo little. ..just o few pennies per 
use! Yes, your dealer has Vitalox now! 
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First national copy for Armour & Co.'s new meat flavor, Vitalox, is this full-page 

color advertisement scheduled for the Dec. 18 Saturday Evening Post. Test 

newspaper copy has appeared in 20 markets during the past two weeks (AA, 
Nov. 8). Foote, Cone & Belding is the agency. 
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PHOTOGRAPHIC REVIEW 


OF THE 
WEEK 


CIBA ADDITION 


Lt. Comdr. A. Douglass Brewer, adver- 
tising manager of Ciba Pharmaceutical 
Products, Inc., on leave for active duty 
in the Navy, looks at "The Doctor at 
War" with the artist, James D. Chapin. 
This is one of a group called "Seven 
Ages of a Physician," recently added to 
Ciba's collection, and displayed at a 
medical preview during the recent con- 
vention of military surgeons at Phila- 
delphia. 


NATIONAL RUB-DOWN 
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Mifflin Chemical Co.'s new counter card 
capitalizes on the slogan, "The National 
Rub-Down."" Construction of the card 
is such that an interesting three dimen- 
sional effect is created when a bottle of 
the rubbing alcohol is placed into the 
hand of "Uncle Sam." The promotion 
piece was designed by Einson-Freeman 
Co., Long Island City. 


ARTISTIC INTERLUDE AT NEW YORK EXHIBIT OF PASTELS 


elas Geto i SR eee ep 


Three New York magazine executives take time out to attend an exhibit of 12 pastel nudes by illustrator Ozni C. Brown, 

at the Artists’ Guild Bureau. The figures are intended for the South American calendar of a large distilling firm. Viewing 

the exhibit are, left to right, Wes Jones, promotion manager True Story Magazine; Art Rodax, staff artist, Liberty; and 
Otto Kurth, assistant art director, Liberty. The picture was taken by Mina Glasgall, True Story's beauty editor. 
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LIGHTS, CAMERA, ACTION AT G-E STUDIOS 


This television scene photographed in the studios of General Electric Company's 

television station WRGB, at Schenectady, N. Y., closely resembles a picture of 

the technique and paraphernalia used in Hollywood movie studios. ‘Lights and 

camera, in this case, are focused on models taking part in a fashion show. (Story 
on Page 28.) 


HELPS SERVE PRISONERS OF WAR 
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Delaying deliveries on other production, Container Corp., Chicago, rushed ship- 

ping cases for prisoners-of-war packages destined for the Orient, and won hearty 

thanks from the Red Cross. Contents of the packages were chosen to keep a 

prisoner in good health for two weeks when used with food supplied him by the 

enemy. Four boxes are packed in a fiber outer container. The rush job is 

described in a four-page folder mailed to government, military and civilian 
employes, to buyers, and to all employes as a morale aid. 


TO START NEW 'TRAVEL' CAMPAIGN 


SOUTHERN CALIFORNIA PLAYGROUND AT WAR 
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The Eagle looks 
to the Sun 


Whe fuss Scathers Caliterss teee culled “The Eaghe» Nest”? Re 


wsew the same detightted buleny yrun-tonned 
* pest Vee she at 


Weather not only helps the “Eagle” hutels hie booed, @ gets tis 
fhevtaghiongs ato the air Here's have 
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SOUTHERN CALIFORNIA 


With a full-color page in a list of national magazines, the All-Year Club of 

Southern California will embark next month upon its second wartime campaign 

promoting war bond purchases for postwar vacation travel to the famous West 

Coast playground. Copy points out that manufacturing a large percentage of 

aircraft for war service is currently monopolizing the area's attention. Foote, 

Cone & Belding, Los Angeles is the agency in charge of the account. 
(Story on Page 1/4.) 
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Again The Sun has been compelled to increase its facilities adviser to hundreds of thousands of Chicagoans. 


for handling the demands for special information. ; 
The Sun’s eager, responsive, friendly readers are 


The questions printed above are a fair average fistful from ready buyers for your cosmetics, food, drugs, bev- 
a day's “Tell me’, and “Where can I buy” queries from erages, for whatever you have to sell. 


Sun readers. ' 
Take advantage now of this new newspaper situa- 


This tremendous pressure on The Sun’s Service Bureau tion in Chicago: 
again demonstrates a fact vital to advertisers. It’s the phe- | 
nomenal loyalty of Sun readers to this paper. 1 You need The Sun in any newspaper combination to 


cover Chicago completely, economically and efficiently. 
The Sun is a force, a power, a living influence in their lives 


; ‘using Th rou Ci . ‘ndous 
This explains why THE SUN SELLS . . . and why— 2 By 7 The Sun alone you can os euunnes 
impact against America’s No. 2 market with a relatively 


small expenditure. Actually you can sell for less in The Sun. 
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“THE SUN gives results _ 


; out of all proportion to CHICAGO'S MORNING TRUTHpaper —> 
its circulation and cost 


THE CHICAGO SUN 


Remember, when people are puzzled and perturbed they AY4 / / S 
seek a friend. The Sun has, in two years, become the good —_—_— 
friend, the willing counsellor, the expert helper, the respected 


BUY UNITED STATES WAR BONDS 


THE BRANHAM COMPANY 
National Representatives: 
Aclanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York 


St. Louis, San Francisco, Seattle. 


ee. - i w ye Ph bees 
‘ “Ee : ; r 2: ae ey 
Be YF, a ' " . 7 eam wos * z y ES oy ~ * ee ‘ 2 , re % Vege ae OR ae hd \ Lae ae ze BR 2 See eb te. } ee 
4 
——EEepwfwu————EeEeEpRRREEEeE*CoX37WMunEE~E~RE + 
° ‘ 
® . 
° . 
od . 
© . 
° . 
ad . 
bad . 
e . 
nd . 
° . 
; ee 
© . 
sd . 
ad . 
> — ° 
e . 
bd . 
© . 
bad . 
e . 
° . 
e . 
e . 
bad . 
bd . 
e . 
° . 
e . 
e . 
° . 
e . 
© . 
. . 
° . 
e . 
° . 
° . 
+ . 
° . 
e . 
e . 
e . 
. - : 5 aes: . 
. . 
. | . 
. | . 
. . 
. , 
7 
- j 
. 
. 
. 
7 
| 7 | 
. 
bd - ‘ ‘ * ee . 
° | 
. eee eee ee 
° . 
7 
. 
. 
. 
. 
. 
- 
. 
- 
. 
. 
. 
° eC 
. 
. 
. 
. 
. 
o 
- 
. 
. 
. 
os 
. 
. ee 
. 
. 
. 
. 
COOSSSSSHSSHSSHEHSHSHESHEHSSHSSHEHSHSHSHSHSHSHEHSEHSHSSHEHSHSHHSHSHHSSHESHSHSHSHSHSHSSHSHSSHSSHSSHOSHSHSHSHSHSSHSSHSHHSHSHSHSHSHSHHSSHEHSHSHHSHHSESHHSSESHSEHSHHEHEHSHEHSHHSSESHSSEE0* 
j « ” 
ra 
pes. For aioe 1 . y - - t. , 
‘ . : : v 5 re gee : ote : : al : yer San ee s Fz ta + -¥ ies s 


